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MANUFACTURED 


aa STATES 
IRGING 


.... and RADIO 


HELPS SELL’EM — 


Every night for three months McKay 





goes on the air with weather forecasts. 
From the Atlantic to the Pacific, radio 
fans—your motorist customers— will 
“listen in” on McKay messages. 
In the “New Silvery” finish or the 
well-known black finish theyll want 
McKays. Here’s easy and sure profit 
for you. Write us today. 


UNITED STATES CHAIN & FORGING COMPANY 
Union Trust Bldg., Pittsburgh, Pa. 
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TRUSTS 


Mr. Speaker tells why 
Huey and Philp Hard- 


ware Co. pushes the 


Greenfield line: 


Throughout the Southwest Huey and Philp 
Hardware Co. of Dallas, Texas, stands ace 
high with the hardware trade and with large 
industrial users of small tools. Mr. Speaker 
is a veteran merchandiser. That the Green- 
field line of small tools more than meets his 
demands is shown by his letter: 


New York: 15 Warren St., 
Chicago: 611 W. Washington 





HIS 
JUDGMENT . 


“Naturally, we are critical in selecting our 
lines of merchandise as our trade often 
looks upon the fact that we stock a certain 
ling as our endorsement of its dependability. 
“Our long experience with the GREEN- 
FIELD line of Small Tools has been highly 
satisfactory. We never hesitate to give it 
our unqualified endorsement and our faith 
in it has always been justified by the steady 
repeat business it brings from our trade.” 


You too can build greater volume and cut 
your selling and other costs by concentrating 
on the broad line of Greenfield small tools. 
The high quality of the tools themselves 
brings repeat business. 

The new Greenfield catalog No. 29 shows the 
complete line. Better send for it—now! 


Canadian Plant: Greenfield Tap 
& Die Corp. of Canada, Ltd., 





Blvd., Galt, Ontario 
Detroit: 228 Congress St., W. GREENFIELD, MASSACHUSETTS H. A. Nov. 7, 1929 
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Why Sell 
‘ a Dozen Different 


Brands 


‘ 
ORS aa RG oie ~ 6 






Greenlee Tools are 





backed by years of 





experience in manu- 






facturing a quality 






line of hand _ tools. 


When you can concentrate on 






Each item shipped is i 






one well-known line of tools 





fully covered by a 





guarantee against de- 






fective materials or 






OESN’T it seem like wasted effort for a dealer 


workmanship. 












to buy bits from four or five suppliers, 
chisels from three or four more and bit extensions, 


draw knives and expansive bits from still others? 





s And it is a waste, because the dealer knows that he 
: can buy all of these tools, and more too, from 
jobbers who handle the Greenlee line. Money can 
be saved on packaging, bookkeeping, transporta- 


tion, etc., and also on time taken up talking to sales- If you haven't a copy 





eae 





of the Greenlee cata- 
log No. 29, which il- 
lustrates various types 
of bits, chisels, bit ex- 






men, by concentrating purchases from one source. 






Wise hardware dealers combine their orders and 
send them to Greenlee distributors, They can do 


this because Greenlee manufactures a widely diver- 






tensions, expansive 





bits, gouges, etc., write 






for one. 












sified line of tools for carpenters, plumbers, elec- 
tricians, steam fitters, etc. These dealers hold the 
good will of their trade, too—by selling real high- 


SRT age SOB ny Sos 


quality merchandise. 





District Sales Offices: G R E E N L E E Nashville: 504 Cotton States Bldg. 

| New York: 15 Warren St. San Francisco: Sheldon Bldg. 

| Boston: 34-38 Binford St. | OO : CO Los Angeles: 1301 Washington Bldg. 
Philadelphia: 2401 Chestnut St. e Seattle: L. C. Smith Bldg. 


ROCKFORD, ILL. 
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/ ttems... 
3 square feet of table space . . . that’s all 


and watch the profits roll in on 
easy-moving, floor-protecting Bassicks 


Here they are, the seven 
Bassick items that you 
need to offer a complete 
“ floor - protection” 
service. 


BASSICK CASTERS ‘ + 











a COMPLETE LINE And here’s the way to 
show them. Install a 
display like this and 
they'll sell themselves. 














x you want continuous sales that 
come in month in and month out, display these seven nationally advertised 
Bassick items. Your jobber can supply you with the stock you need. Ask 
us for details of the list of items. Mail the coupon to Dept. HA-1o. 


THE BASSICK COMPANY, Bridgeport, Conn. 


For 33 years leading manufacturers of casters 
and furniture rests 


i Bassick ._—s—st 


Send me information about Floor-Protection Department to address written in margin below 





ur 


HARDWARE AGE for NOVEMBER 7, 1929 















The Eternal Question~ #4 


oe pets 


....and then one day 
a woman comes in and says: “I should like 
you to measure my house for BOSLEY’S.” 
Not a word about price! 


OU get to expect nine out of ten people who 

open the door to ask, “How much is this, how 
much is that?” And the tenth person usually 
says, ““Good morning, Mr. Brown. I’m represent- 
ing the Doughnut Hole Cutting Tool Company,” 
ete.,etc. 

And when I had measured her house this woman 
said, ‘‘Which type of Bosley Weather Strip do 
you recommend?” Right there she showed her 
good sense. She’d picked the brand she wanted 
and picked me for the dealer—then trusted us 
both. She realized that neither Bosley nor [ 
could afford to disappoint her. So it was just a 
case of which type, or which grade when it came 
to estimating the cost. As it turned out she 
bought Bosley’s “Bomeco” all Bronze, the top 
grade because she had a fine home. But I could 
have made a shack comfortable for her with 
Bosley’s “Nu Strip” at a bargain price. 

That’s why I am not all dazzled by PRICE 
like so many dealers. I find that most folks who 
come in and ask, “How much?” say that for 
lack of any other opening remark. 

Probably there are lots of hardware men who 
take this question on price to mean that the cus- 
tomer is interested only in the cost, and not what 
he gets for his money. ’Tisn’t true. Look around 
this store. Pretty prosperous looking? Why? 
Because we’re not afraid of price. : 

The leading wholesalers supply Bosley’s, 
All Stvyles:—all Packaged. Buy from 
your Jobber. 


The D. W. Bosley Company, Chicago, III. 


BOSLEY’ 


**Bomeco”’ — 
All bronze 
Hemmed edge \ 
Two styles, plain 
or ribbed. \ 














“Best Seal- 
1930” — All 
cushion. 3-ply 
elosed edges. 
Grease - proof 
rubber. 


‘¢ Ameco ” — 
Copper coated 
steel, and moth 
proof felt. 
Double contact 
feature. 


“Heat Seal 
*°29°°—All cush- 
 6ion. Best 4-ply 
m @6fabric, impreg- 
nh nated with 
grease-proof rub 


Weather Strip 


(TRADE MARK REGISTERED) 
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GrANT 
DOOR HANGERS 


Snug, tight-fitting sliding doors for barns, ga- 
rages, sheds, storages and other buildings. It’s 
easy to have them with Myers New-Way Giant 
Tandem Adjustable Door Hangers and Heavy 
Tubular Girder Steel Track—the all-weather-sys- 
tem which makes the opening and closing of 
sliding doors an easy job when ice, sleet and 

_ snow prevail. 


Light or heavy doors, large or small ones, any 
weight, any size within reason—they all look 
alike to Myers New-Way Giant Door Hangers. 
Sufficient strength to afford lasting service. 
Machine turned tandem steel rollers mounted 
on hard ste¢l roller bearings’to smooth and 
lighten traction. Patented adjustable features, 
in or out, up or down, to overcome sagging, 
warping, freezing, thawing. Old time door prob- 
lems have retired in favor of Myers New-Way 
Giant “Trouble-Proof” Hangers. 


All weather doors are important right now. 
Buildings are being conditioned to withstand 
the elements. You will have calls for Myers 
New-Way Giant Hangers and Tracks. If your 
stock is low order additional today. If you have 
never sold them write or wire us for catalog and 
prices. 


Tm F.E.MYERS & BRO.ce9: 


ASHLAND, OHIO 


ASHLAND PUMP AND HAY TOOL WORKS 




























MYERS NEW-WAY GIANT 
TUBULAR GIRDER TRACK 
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FOR NEW AWAY GIANT 
TUBULAR GIRDER TRACK 


ADJUSTABLE 
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Compare U.S.Poultry Fence 


Makers Also of 
IMPERIAL Fence 
Gates----Steel Posts 


A Complete Line of 


Farm Fence Hog Fence 
Poultry Fence Lawn Fence 





Farm Gates Lawn Gates 





FS aad 


Steel Posts 





e Flower Border Trellis 
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with any other netting! 


W RITE today for a miniature 
sample roll of U. S. Poultry Fence! 


Examine its modern design and construction! Note, 
that like in farm fence, the line wires run parallel! Note, 
too, how the interlocking hinge joints lock the line wires 
so securely that they can not slip, spread or unravel. 


See how uniformly this superior netting is woven; 
how even its tension. Then, judge for yourself why 
U. S. Poultry Fence is breaking all records for sales and 
profits everywhere! 


U. S. Poultry Fence is the original straight-line netting. 
Today, as always, it is sold only through the regular 
wholesale and retail channels. If you. are not already 
‘‘cashing in’’ on the amazing demand for this fast-selling 
line, write for the FREE sample roll and catalog. 


Indiana Steel & Wire Company 


Muncie, - - Indiana 


\ 
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| A BIG SLICE FOR YOU! 


Ce yourself a piece of cake. The lid’s off. Help yourself. Thanksgiving and Christ- 

mas — grand days with grand old customs — bid you good cheer. Hospitality is 

in the air. Welcome is on the mat. Cakes are baking — rich with icing, rich with 
profits, for you who sell Nesco Cake Cover and Board Sets. 


For that pot of gold at the end of the rainbow, display the Nesco Rainbow Line 
of Cake Covers with Boards. Put them up in front. Crowd your store. Please 
your trade. Exchange Nesco value for their dollars — $1.50 a set and a big 
slice for you. . . . Look at the irresistible set above. Picture it in all the beau- 
tiful color selections that appeal to women, and with a choice of dainty 
flowers, gayly winging birds, or lightly fluttering butterfly decorations. 
Then order from your jobber, with absolute confidence that this great 

Nesco success will be your success. 
NATIONAL ENAMELING & STAMPING CO., Inc., 13 12th St., Milwaukee 


Factories and Branches: Milwaukee, New York, Baltimore, Granite City, Ill., Chicago, New 
Orleans, Laurel Hill, L. I., Philadelphia 


QE SCO 


CAKE COVER €BOARD SETS 
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FIRM forty-five years old and conducting 
a business rated at a million and better, 
should know what makes goods sell. Last 
month the Knight & Wall Company, of Tampa, 
Fla., through Mr. J. E. Wall, Jr., told us this: 


‘We carry a large stock of items 
that are advertised in your magazine 
and we know from experience it 
brings innumerable added sales to 
advertise your Seal of Approval.” 


And so it goes. Our files are full 
of statements testifying to the great 
public confidence in the Seal of 
Approval—a confidence that makes 
sales. 


The buying public knows from 
its own experience that any house- 
hold appliance tested and approved 
by Good Housekeeping Institute 
will give satisfaction. The Seal of 


GOOD 














THIS GUARANTY 
PROTECTS You 





Ask here for merchandise advertised in 


GOOD HOUSEKEEPING 




















FREE—This is the poster 
thousands of merchants are 
using to advertise the quality 
oftheir merchandise. Printed 
in 2 colors. Note its use in 
window above. Use coupon 
to order. 


HOUSEKEEPING 


Trade Service 


57TH STREET AT EIGHTH AVENUE 


NEW YORK CITY 
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Knight & Wall of Tampa say: | 





Approval means that the product has been 
tested, both in an engineering laboratory and 
under practical household conditions. Its 
quality, efficiency, economy of operation and 
ability to stand up in service has been proved. 




















This Seal 
Brings 
Added Sales 







PProveq 
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| Good Housekeeping 
%, °Institute «4 
Nee Conducted by ont 
SOUSEKEEPING MAS 
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Semiag nO. 
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These tests are so rigid that more 
than 30% fail to qualify. 


Naturally, a product is easier to sell 
when you can say: ‘This is tested and 
approved by Good Housekeeping 
Institute.” And you can prove it. Re- 
turn the coupon below for a list ot | 
tested and approved products. Learn | 
how many you stock and feature them 
in your windows with the free post- 
ers (see illustration) we will also send 
you. Turn the buying confidence 
in the Seal of Approval and Good 
Housekeeping’s advertising guar- 
anty into sales for you. 


GOOD HOUSEKEEPING TRADE SERVICE 
57th Street at 8th Avenue, New York, N.Y. HA11-29 


Please send free window cards featuring Good 
Housekeeping’s Guaranty. Also complete list 
of Tested and Approved Devices. 


MIAO SONS aa acened ceartateneseceweneaeenuoeento 





Specify number of windOws............-..-.csccescsssscseseeeseee 
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PEDEN. STE 
‘On OF SALES M.J. LACEY, SALES MANAGER 


CORNING GLASS WORKS 


CORNING, NEW YORK 


PYREX HOUSEWARES DIVISION 
UBEN ART WARE DIVISION fe 


GEORGE B.HOLLISTER 
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Our Quality is Superior 
to Our Competition 


E feel that we render the best 

service to our trade and the 

ultimate user by producing the 
best Tubular and Clinch rivets that 
can be made. We have never attempted 
to meet competition by manufacturing 
our rivets to sell at a price. We invite 
a comparative test of the driving and 
setting qualities of our rivets with 
those of other makes. 























Pacific Coast Representative 
J. T. McDEVITT, 
Postal Telegraph Building, 
San Francisco, California. 


Otpproved | 


———by the keenest 


buying brains in the country 




















TUBULAR RIVET & STUD 
COMPANY | 


BOSTON 


‘The largest 
factory inthe 
world devoted 
lo the manu~ 
facture of 
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Every hardware dealer has at one time or 
another stocked a tool or a line of tools 
rimarily because they “had the quality in 
’em.” He did it on the theory that quality 
goods would sell. 
The “quality theory” has kept the TRIMO 
pipe wrench on the market for over forty 
years. Today it is a better wrench, ‘more 
strongly and carefully made than ever. 


Jews and handle of drop forged steel — 
not casting. : 
The constant demand for this im- t 
proved and mightier wrench proves 


that the quality theory is right — 
that it isn’t a theory but a fact. 


TRIMO 


Pipe Wrench 



































All Steel TRIM 0 Replaceable Parts 
for Strength for Lifetime Wear 





Made by Trimont Mfg. Co., Ine., Roxbury (Boston), Mass. 
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Turn this Page, if You are Interested 
at Fixture Prices in Kindling Wood 


NE right method,—one wrong method,—for the retail 

dealer when he buys his fixtures. Follow this buying 

law: Put your money in hardware to get it out again. Invest your money 
in good fixtures as a permanent asset. 

The retail dealer, of course, invests many times as much money in his 
Stock every year as in the furnishings of his store. It is thus natural that 
low prices on stock items should be important. But the point to be 
observed is that cheap fixtures have no resale value from the moment they 
are installed in a store. 

Warren Fixtures for years have enjoyed their reputation as the best 
and most enduring made. They can justly claim the slowest rate of de- 
preciation because of careful cabinet work, design, selection of raw ma- 
terials and rigid final inspection. Your investment in Warren Fixtures 
will be not only safe but, through their selling power, an assured money 
maker from the start. Send the coupon for details. 


ie WARREN yproenenn cy 
G 


onomiecal ~~ — 
SECTIONAL DISPLAY FIXTURES 


oe oes oe ee ee es ee ee ee ee ee a ee ee ee ee ee ee ee 


am mei es ee ees ee TEAR OFF ON THIS LINE 
J. D. WARREN MFG. CO. | 
208 W. Washington St., Chicago, IIl. SE ce eee ere Pe et eee ee ee 
We want to know more about Warren Fixtures. Please send us: | 


PRS NAMEN 0.2 so i Raa ea cic <1 Silerara Udi e:e. 4 Hewidsoesnidscceeee caesiense 
O)The Warren Fixture Catalog O Nail Bin Counter Folder 
(J The Warren Display Table (J Information Sheet for Sugges- 7 sin 
Folder tive Store Arrangement CH ic See sivas cade cee rserseseeise WN se koa cles cadiegealensiaeme 
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“RED BRAND” farm paper advertising is helping farm 
folks make more money by telling how good farm fence 
sends crops, roughage and waste to market on the hoof. 
And ‘‘RED BRAND” advertising is helping dealers sell 
more fence by teaching farm folks the wisdom of a definite 
Farm Plan in place of one or two crop farming. 


No matter what kind of fence you sell—take time to read 


ble Farm gands 


a \ps thor, you 
oe With it ¥out 





this advertisement. In it you will find ideas for increas- 
ing fence sales. It was printed in more than a half hun- 
dred leading farm papers, with a combined circulation 
of almost eight million. 


Then write us for copies of three new direct mail 
farm books (one on Hog Raising, another on Fertiliza- 
tion, a third on Farm Planning) and other plans ‘‘RED 
BRAND” fence dealers are using with excellent success. 
We will gladly give you all we have—to help you, and 
your farm folks, make more money. 


KEYSTONE STEEL & WIRE CO. + PEORIA, ILLINOIS 


“Galvannealed’’—Copper Bearing 
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“Red Brand Fence 
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THE AXE THAT BUILT A GREAT BUSINESS 
AND A WORLD-WIDE REPUTATION 








The Kelly Brand on an axe or 
other edged tool means REAL 
VALUE: DEPENDABLE 
SERVICE. 


AXES 
HAMMERS 
HATCHETS 
ADZES 
PICKS 
MATTOCKS 
GRUB HOES 
BROAD AXES 
BUSH HOOKS 
GRASS HOOKS 
SCYTHES 


PERFECT 
TEMPER 


(ear 


The Best Known 
and Known as 


THE BEST 


Kelly Axe & Tool Co., Inc. 


CHARLESTON, W. VA., U. S. A. 
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NEW YALE JUNIOR 
NO. 123 PADLOCK 


A Solid Block made into a Lock 
to Retail at 50¢ 


No Rivets or Seams—A Solid Block of Forged Steel 


Here are the salient features 


of this New Popular Priced Padlock: 


1, Improved double-warded construction, mini- 
mizing possibility of picking. 

2. Cannot be opened by a skeleton key. 

3, Attractive hammered case, cadmium plated, 
preventing rust and corrosion. 

4., No rivets or seams in case. 


5. Size of case, 142 inches. 


6, Hardened steel shackle, % inch in diameter, 
cadmium plated. 


7. Twenty different key changes. 
8, Two nickel-plated steel keys. 


Q, Each padlock acked in an individual box— 
six boxes in a display carton. 


10, Suggested retail price, 50¢ each. 
Yale Locks and Hardware are sold by Hardware Dealers. 


THE YALE & TOWNE MFG. CO., STAMFORD, CONN., U.S.A. 


"The word ‘Yale’ applied to locks and hardware products is a trade-mark of The 

Yale & Towne Mfg. Company warranting that the goods so marked are made by that 

Company. It is used alone only on goods of high quality. It is qualified in the form, 

*YALE JUNIOR’, on goods of lower grade and cheaper construction for use where 
high quality hardware and lock security are not evsential.”” 


MARK 


Padlocks, Auxiliary Rim Locks, Builders .Locks and Trim, Cabinet 
Locks, Trunk Locks, Door Closers, Bank Locks, Prison Locks 


: 
; 
a 
af 
% 
3 
; 
a 


Bees 
tae 
sith 





SOE oo 





z sith Dat NST nike yt 


<papEa y 





Ga 


ki 











HARDWARE AGE for NOVEMBER 7, 1929 








No. 850 





O Faun is no gift that offers 
aman or boy more hours of 
pleasure than a set of good tools. 


Their interest continues long after 
less permanent gifts are forgotten. 


Why not feature an assortment of 
Stanley Tool Chests as Christmas 
gifts? Thousands of dealers are 
doing this every year during the 
holiday season. 


No. 862 


Every Man and Boy a Prospect 


We offer ten different sets for your 
selection. All packed in sturdy 
chests. You can get them from your 
jobber’s stock. Order at once to get 
in on this profitable business. If 
you wait too long his stock may 


be broken. 


Display the chests early. Make 
use of the advertising material we 
have for you. It pays. 


Catalog $35 describes the full line of 
Stanley Tool Chests including several new 
numbers. Let us send you a copy now. 


THE STANLEY RULE & LEVEL PLANT 


New Britain, Conn. 


STANLEY TOOLS 
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HE advertising deals directly L 

with the farmer’s problems. It 4 
points the way to greater profits 
through balanced farming; urges 
the farmer to consult the American 
Steel & Wire Company dealer on 
fencing problems; sends him to 
that dealer to learn why Zinc Insu- 
lated Fences and Steel Posts will 
save him both time if labor and 
money in their longer life as com- 
pared with any cheaper kind of 
materials. 

If you are not handling Zinc In- 
sulated Fencing or our Steel Fence 
Posts, write for full details. 


American f 
Steel & Wire Company 


Subsidiary of United States Steel Corporation 
208 So. La Salle St., Chicago 
30 Church St., New York 
Sales Offices in All Principal Cities 
UNITED STATES STEEL PRODUCTS CO. 
San Francisco, Los Angeles, Portland, Seattle 


RREES 


Insulated Fences 
Steel Fence Posts 
American 
Steel Gates 


rotector 
Poultry Fence 
Union Lock 





Poultry Fence 
anner 
Poultry Fence 
Poultry Netting 
=~ Staples 


ar’ ire 
Wire of all kinds 
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[| BOLTS 
| NUTS 
LAGS 
S.A. E. 
o.. 9.5. 
SQUARE 


HEX 
OR 


WHAT 
HAVE 
YOU 























GENUINE 
CRESCENT 


WRENCH 
ALWAYS FITS 
NEVER SLIPS 
GUARANTEED 
TO 
SATISFY 
YOUR 
CUSTOMER 
OR WE 
REPLACE 
IT 
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Other U. B. P. Publications 


Metal Trades 
The Iron Age 


Hardware Trade 
Hardware Age 
Hardware Age Catalog 


Textile 
Dry Goods Economist ~* 
National Dry Goods Reporter and 
Drygoodsman 
National Dry Goods’ Reporter 
Wholesale 


Shoes and Hosiery 
Boot and Shoe Recorder 
Hosiery Age 
Jewelry & Optical 
Jewelers Circular 
Optical Journal ; 
Jewelers Circular Buyers Directory 
Automotive E 
Automotive Industries 
Automobile Trade Journal and 
Motor Age 
Motor World Wholesale 
Commercial Car Journal and Opera- 
tion & Maintenance 
Automotive Industrial Red Book 
Chilton Catalog & Directory 
Chilton Aero Directory and Catalog 
Oil 
Oil Field Engineering 
Petroleum Register 
Allen’s Superintendents Hand Book 
Toys 
Toy World 
Plumbing & Heating 
Sanitary & Heating Age 
Warehousing 
Distribution & Warehousing 
Insurance 
The Spectator 
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United Business Publishers, Inc. 
239 West 39th Street 
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& 


New York City 


OFFICERS: 


A. C. Pearson, Chairman 
F. J. Frank, Pres. 





C. A. Musselman, Vice-Pres. 
Arnold L. Davis, Sec’y F. C. Stevens, Treas. 
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Boot and Shoe Recorder 


Internationally known as the dominant publication in the 
shoe and leather industries, its editorial leadership, advertis- 
ing supremacy and industrial standing are recognized 
wherever shoes are made and sold. 


Serving a retail industry doing a volume of two billion dol- 
lars, it shows the shoe merchant how to invest his time, 
energy, brains and capital to make a profit on each. 


Founded in Boston in 1882—strengthened by the recent ad- 
dition of The Shoe Retailer (heretofore the strong second 
paper in the trade) its new and consolidated, paid in ad- 
vance circulation covers 85% of the entire retail shoe distri- 
bution field. 


Hosiery Age 


Serving -the entire hosiery industry as its distribution publi- 
cation, it specializes in “getting more hosiery sold right” in an 
alert industry selling over $600,000,000 worth of hosiery to a 
hosiery conscious public. 


It gives complete coverage of the important store outlets. 
Organized in 1922 as the Hosiery Retailer, and now pub- 
lished in New York, it is the newest member of the U. B. P. 
family. It has a 90% retail circulation. 


Editorially it gives promise of dominating leadership in 
ideas, merchandising practice, and fashion and market pres- 
tige. Published monthly. 











Boot and Shoe Recorder Hosiery Age 
239 West 39th St., New York City 


Controlled by 
United Business Publishers, Inc. 
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Sharpening Interest In 
NICHOLSON FILES — 


Li 


HARDWARE 


of Every 
Description 























a new way to sharpen a fish hook and in doing 
so contributed an interesting chapter to the 
“Inside Story of Nicholson Files.” 


Dyes SUMMER a Maine guide showed a banker 


The element of human interest is sustained through- 
out the “Inside Story of Nicholson Files,” and as a 
result this advertising story sharpens public interest 
in files bearing the Nicholson Brand. 


Nicholson advertising for 1929 is now nearing the : 
middle of its fall campaign. Get your share of the 
business it will produce from now until Christmas. 


Stock and Push Nicholson Files 





NICHOLSON FILE COMPANY 
Providence, R.1., U.S.A. , 


A FILE FOR EVERY PURPOSE 
OT ES 















The 
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HEN a salesman shows you an advertising 
\ \ schedule that calls for The American Weekly, 
stock his merchandise and put it in your window. 


You can bank on it. That advertising is going to play 


tunes on your cash register bell. 


For The American Weekly is no place for pikers. 
One color page in this great magazine costs $16,000. 
But it reaches six million American families; one 
family out of every four in the whole United States. 
And, what is more important, it reaches a healthy 


percentage of your customers. 


An American Weekly advertiser is a real advertiser. 


Hitch your wagon to his star. It will pay. 


Greatest 
Circulation 
in the World 


oO place 


for PIKERS 








What is 
The American Weekly? 


The American Weekly is the magazine dis- 
tributed through seventeen great Hearst 
Sunday newspapers from seventeen principal 
American cities. It concentrates and domi- 
nates in 536 of America’s 812 towns and 
cities of 10,000 population and over. 

In EACH OF 185 CITIES IT REACHES ONE OUT OF EVERY 

TWO FAMILIES, 
In 132 MORE CITIES, IT REACHES 40 TO 50%, 
IN AN ADDITIONAL 102 CITIES, IT REACHES 30 TO 40%, 


IN ANOTHER I17 CITIES, IT REACHES 20 TO 30%. 


—but that’s not all. Nearly 2,000,0c0 addi- 
tional families in thousands of other com- 
munities regularly buy The American Weekly 
—making the unprecedented national total 
of 6,000,000 families who read The American 
Weekly. : 





TH EN ERICAN 


== AW/EEKLY 


Main Office: 9 East 4oth Street, New York City 


Branch Offices: Wriciey Buvc., Cuicaco... 5 Winturop Square, Boston... 


753 Bonnie Braz, Los ANGELES... 


222 Monapnock 


Bupe., SAN Francisco... 12-231 GENERAL Motors Bipe., Detroit... 1138 HANNA Bipc., CLEVELAND... 101 Marietta St., ATLANTA 





THE MOST PEOPLE FOR THE LEAST MONEY 
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Starrett 
Transit 
No. 99 










Starrett Stainless 


Steel Tabe No. 520 — 








Starrett Vernier Cal- 


‘Starrett Micro- 
ipers No. 122 


meter No. 230 Starrett Hack- 
saw Frame No. 
153 
~ 
Starrett 
Dividers 
No. 92 


Starrett Combination 
Square No 11 


Starrett Uni- 
versal Sur- 
face Gage 
No. 257 


Starrett Universal Dial 
Test Indicator No. 196 


Your best customers are the 
men who use Starrett Tools. 
They appreciate quality when 
they see it. They have money 
in their pockets; and they’re 
willing to spend it for tools 
that make their work better 


and easier. 


Win the confidence of expert 
tool users, and increase your 
profits by carrying a full line of 
Starrett Tools and giving them 
good display. 


THE L. S. STARRETT CO. 
World’s Greatest Toolmakers 
Manufacturers of Hacksaws Unexcelled 
Steel Tapes— Standard for Accuracy 


ATHOL, MASS., U. S. A. 












Sell Starrett 
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s 
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To help you sell 





Let Pexto help you sell pliers! Set this attrac- 
tive and compelling display to work in your 
window or on your counter. With a No. 30 
plier attached it forms a silent salesman that 
is ever on the job. Furnished without charge 
with an order for 2 No. 30-8 inch pliers. We 
will also be glad to supply you with copies of 
our attractive Plier book, which will increase 
your sales. 


_NO. 30 Star Rivet 
Box Joint™), \3 
Side Cutting 
Pliers 9} ° 
“tas 


DROP FORGED FROM 
SPECIAL ANALYSIS 
STEEL 


PROPERLY HARDENED 
AND TEMPERED 





























MANY PLIERS 
FOR MANY USES 


Pexto Pliers represent a line complete. Pliers 
for the mechanic, the line man, the radio fan, 
the garage man, the farmer, the electrician, 
pliers for home use. 


A long line, a distinguished one, but a line 
built to supply a demand that is constant. 


Typical is this Pexto star rivet, box-joint, side 
cutting plier. Drop forged from Special 
Analysis Steel, hardened and tempered, it 
holds firmly, is easy to use, cuts cleanly and 
remains true. The rectagonal opening in back 
is convenient for turning lag bolts. The box 
joint gives perfect fit and alignment. 


Pexto Tools are easy to buy, for your jobber 
has them always in stock. Send for catalogue 


No. 26T. 








Chisels 
Pliers 


Braces 





Screwdrivers 


Pruning Shears 


IT PAYS TO CONCENTRATE—ON PEXTO 


THE PECK, STOW & WILCOX CO. 


Hammers 


Southington, Conn. a 
Snips 
U. S. A, Squares 
Fender and Body 
Dent Removing 
Tools 
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Our Other Products Include 


Cortland Black Enameled 
Gray-wick 
White Metal Finish 
Wickwire Premier 
Wickwire Bronze 
Wickwire Copper 
Screen Cloth 
Poultry Netting and Staples 








Hardware Cloth 





That Stands Hard Wear 





Durability is built right into WICKWIRE 
BROTHERS Galvanized Hardware 
Cloth. It’s made from best Open Hearth 
Steel, full gauge wire galvanized AFTER 
woven. Every operation is controlled by 
us. It stands long, hard wear—sells on 
merit—pleases customers and brings re- 
peats wherever sold. Made in 2, 2'4, 3, 4, 
5,6, and 8 mesh. Standard widths, six inch 
steps 12 to 48 in. Special widths made to 
order. Put up in 50 and 100 lineal foot 
rolls. 


Miscellaneous 


Wire Nails and Brads 


We take infinite pains to have these prod- 
ucts right in every way. You'll like them. 


Made in all sizes from 3/16 inch. No. 24 
gauge to a 12 inch spike, with special heads 
or points, barbed or smooth. Put up in 
handy packages of 4, 4% and 1 pound quan- 
tities. These packages are shipped in car- 
tons. 


Also obtainable in 5, 10, 25 and 50 pound 
boxes and in kegs. 


Your Jobber Will Supply You. 
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Week of 
Nov. 3rd to Nov. 9th 


6cThe Chought 
behind the gift? 


When your customers 
are thinking about 
thoughtful Christmas 
gifts. help them out 
with this suggestion. 


Many gifts are “‘fancy”’ with- 
out being really useful. 
Some useful gifts. upon the 
other hand. flack the fine- 
ness, beauty. or artistic 
quality which make them 
suitable for Christmas giv- 
ing. The ideal sift combines 


both qualities. 


That’s just what you will find 
in Winchester De Luxe Flash- 
lights. They are as sturdy 
and as durable, as practical 
and useful as any flashlight 


ever made. Yet. in artisti- 
cally colored and aftrac- 
tively lined boxes, they more 
resemble jewelry than flash- 
lights. while, with the beauty 
of their special de luxe cases 
(here described). they are. 
in fact. a veritable jewel. 
Both qualities are thus com- 
bined. What ordinarily is 
just a useful present be- 
comes a distinctive sift— 
a sift that’s worth the giving 
—a gift of sentiment—a gift 
of pride—in addition fo a sift 
of common sense. 


UC KV ——— 





$) - TRADE MARK 
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WINCHESTER 
De Luxe Flashlights 
Ideal for Christmas 


ERE are flashlights that are more than 
H flashlights—flashlights made with artis- 
tically hammered cases in gold, silver or 
copper plate. There are also cases with a rich 
old ivory finish—touches which make flash- 
lights something to be treasured and admired 
as well as something to be used. 


They are, in fact, a gift light—made especially 
for customers who feel that sentiment, beauty 
and value are as necessary as utility in a true 
gift. To carry out the gift idea, they are packed 
in attractively finished boxes made without 
printing and appropriately lined to set off the 
beauty of the gold, silver, copper or old ivory 
case. 


You can appreciate these packages and de luxe 
cases only when you see them in full color and 
actual texture. Ask your jobber to show sam- 
ples. 


WINCHESTER REPEATING ARMS CO. 


New Haven, Conn., U. S. A. 


New York Office and Showroom 
312 Broadway 
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Always look for this trade mark when 

purchasing hickory handles. It is positive 

assurance that the handles are made from 

choice selected hickory and graded to a stand- 

The most econowical distribution of hick- ard more rigid than ordinary handles. Each 
ory handles is through the retailer supplied Turner, Day & Woolworth handle bearing this 


by the wholesaler, as proven by our exper- ) 
ience of fifty years. trade mark is exactly as represented. 





Ask Your Jobber for Full Information on 
these Standard Grades 








WHITE HICKORY HANDLES MIXED RED AND WHITE HICKORY HANDLES 
Longer than 24 inches on on Longer than 24 inches 

DANIEL BOONE GRADE: CULE “pla ° ° . 
Superfine selection of all white, heavy weight, sec- oe selection mixed red and white heavy weight 
ond growth hickory; a perfect handle. ounce ory; a perfect handle. 

PERFECTION GRADE: SS GRADE: : . ' 
Extra selection all white, good-weight hickory; a Selected mixed red and white, good-weight hickory, 
perfect handle. OP ree occasional slight blemishes. 


TRIUMPH GRADE: ° ° ‘ ‘ 
Be _— ‘ sees ixed red and white hickory, with defects which 
Selected white, good-weight hickory, permitting do net induce willley. ? 


occasional small streaks, slight blemishes. 


24 inches and Shorter arc: . “Oeemaom 
DANIEL BOONE GRADE: , Selected hickory, principally white, good-weight, 
Superfine selection all white, heavy weight, second rmitting some red wood or light streaks. Free 
growth hickory; a perfect handle. rom defects. : 
PEERLESS GRADE: P BEAUTY GRADE: 
Extra selection white, good-weight hickory, permit- Principally white hickory, permitting some red 
ting occasional slight streaks, free from defects. wood and slight defects in grasp or eye end. 


§, WOOLWORT 


INCORPORATEO 















ESTABLISHED t6S55 : 


LouisviLle, KENTUCKY 
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“Bill, get an eyeful 0 this, will ya?” 
“Was'a big ideer, Joe? Was alla frails het up about?” 


“Can ya beat ‘at? Ernest’s just finished puttin’ on ’at McKinney hardware, an’ 
they're beatin’ it over for a peek. Boy, these dames sure go nuts over that stuff, eh, Bill?’ 


HERE is too much truth in Joe’s remarks about 

McKinney Forged Iron Hardware to treat his 
comment entirely in the spirit of levity. Women — 
and men, too—do love to find on a home the 
evidences of thoughtful planning which turn a house 
into a potential home. 


Forged Iron Hardware by McKinney attracts imme- 
diate attention. Its texture and graceful shapes are 
unmatchable. It imparts an air of richness and good 
taste. Yet despite its evident quality, it is surpris- 
ingly reasonable in price. Even a little of it, wisely 
used, adds vastly to the worth-whileness of a house. 





As more and more architects and builders become 
familiar with this modern example of artistic iron- 
work, its use is becoming general. McKinney Mfg. 
Co., Pittsburgh, Pa 


MCKINNEY HARDWARE 
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TRADE Sy WINDS 


IS IT FAIR? 


By LLEW S. SOULE 


ELLING is the big, important problem facing 

the retail hardware merchant today. On that 

problem hinges many of his other problems, in- 
cluding buying. Many shelf warmers, attributed 
to poor buying, are in reality the results of poor 
selling. Even the matter of price depends largely 
upon selling. If the merchant’s sales voiume is large 
enough, he is usually able to get the right price. 

Wherever business men meet—manufacturers, 
wholesalers, raw material distributers or bankers— 
sooner or later some one brings up the subject of 
retail selling. In the discussion which follows the 
salesmanship exhibited in retail stores is branded as 
the weakest link in merchandise distribution. Un- 
fortunately, the retail salesman, usually dubbed the 
“retail clerk,” is the human factor around which the 
discussion rages. He it is who bears the brunt of the 
blame for poor salesmanship. 

We are willing to concede that retail salesmen as 
a class are not as efficient in salesmanship as other 
selling factors in hardware distribution. We are not 
willing, however, to concede that they are the only 
factors whose. salesmanship can be improved to the 
benefit of the hardware industry. We are still more 
unwilling to concede that the blame for poor selling 
rests upon their shoulders. In fact, we firmly believe 
that the retail salesman is least to blame of all factors 
in the industry. 

It is doubtful if 10 per cent of the men behind 
retail hardware counters have ever received syste- 
matic, practical training in selling the merchandise 
they handle. It is doubtful if the average retail 
salesman has sufficient knowledge concerning 25 per 
cent of the items in the store where he works, to sell 
them intelligently—and it is not his fault. In the 
great majority of cases no one has ever taken the 
responsibility of seeing that he received the necessary 
information. 

We hold no special brief for the retail salesman. 
He is human, with the same human attributes of 
men in other walks of life. There are shiftless, 
careless, lazy retail hardware salesmen, just as there 
are shiftless, careless and lazy individuals in all other 
branches of the trade. At the same time the great 
majority of retail salesmen are earnest, careful, 
honest and energetic men, willing and eager to do 
their bit, but handicapped by the indifference of 
others. They may be the poorest salesmen, as a class, 


in the hardware industry, but they are also the most 
neglected factors in that industry. 

The wonder is not that they are below the average 
of the industry in salesmanship, but that their effi- 
ciency is as high as it is. Remember this: that 
poorly trained, palpably neglected factor in distribu- 
tion, the retail hardware salesman, has passed on to 
the consumer the great bulk of all the hardware 
manufactured and wholesaled in the United States. 
There is mighty little to be ashamed of in that record. 

But—if the retail salesman is not to be blamed 
for poor salesmanship, who should shoulder the re- 
sponsibility? Ask the manufacturers and whole- 
salers, and many of them would probably say: “the 
retail merchant.” Is that strictly so? We say it is 
not. To be sure the merchant has a real share in 
the responsibility for weak retail salesmanship, but 
he is not entitled to bear all of it. Certainly the 
manufacturer and the wholesaler have as vital an in- 
terest in the ultimate sale of hardware as the mer- 
chant who stocks their goods. Unless the merchan- 
dise moves freely out of retail stores, both the manu- 
facturer and the wholesaler stand to lose heavily. 
Is not their interest in retail salesmanship as great 
as that of the individual retailer who represents 
them? Wherever there is interest of that kind there 
must be responsibility. 

Hardware distribution is a problem of the hard- 
ware industry, not an individual problem of any 
single factor of the industry. The manufacturer’s 
responsibility does not end with the making of the 
goods; the wholesaler’s responsibility does not end 
with the warehousing of merchandise and its dis- 
tribution to retailers; the merchant’s responsibility 
does not end with the stocking of goods and the 
hiring of so-called clerks. Until the merchandise 
has passed out of the store into the hands of satis- 
fied consumers, there is no profit to the industry as 
a whole. Until then each factor in the industry must 
accept its share of responsibility. 

The legitimate aim of the hardware industry is 
to sell more hardware and to earn a fair profit. Yet 
—the main factors in that industry—manufacturers, 
wholesalers and retail merchants—seem content to 
place the responsibility for the only transaction from 
which profits and volume can come, the final sale, on 
the shoulders of untrained, neglected retail salesmen. 

Ts it fair? Is it wise? 








































32 HARDWARE AGE for NOVEMBER 7, 1929 





Hubert Day & Sons, successfully combine 


MUSIC AND HARDWARE 


HILE music and hardware 

make rather an unusual com- 

bination, the running of a 
music store in connection with their 
hardware store has proved highly 
successful in the store of Hubert Day 
& Sons, Elyria, Ohio, who recently 
moved into new and larger quarters 
on Main Street, the leading business 
thoroughfare of that city. The store 
uccupies a 4-story and basement build- 
ing, the first floor of which is divided 
into two store rooms by a partition, 
the two rooms being connected by two 
alcoves. One side is used for hard- 
ware and the other side for part of 
the music department. 

The combination of music and 
hardware store represents a growth 
rather than the carrying out of any 
premeditated plan. The music de- 
partment was started in 1904 in the 
early days of the talking machine. 
The store purchased three horn type 
Victrolas and 50 records, which were 
displayed on a show case at the front 
of the store. Later a real music de- 
partment was added and gradually 
extended. 

An explanation of the method of 
conducting the music department will 
show how it has helped hardware 
sales. In the music store are carried 
radio sets, talking machines and a 
full line of musical instruments in- 
cluding pianos and also sheet music. 
There are six studios for teachers on 
the third floor, all provided with 
pianos and in these 18 teachers of 
various musical instruments give in- 
struction to 160 pupils each week. 
Teachers pay small rental charge for 
the studios. Parents often bring 
their children for music lessons and 
come for them when the lessons are 
finished and are thus brought into 
the store and become accustomed to 
making it their headquarters. It 
requires no stretch of the imagination 
to see how these visits of the parents 
bring business to the store. The two 


lines, hardware and music, are found 
to go well together, because during 











The Day store and one of its combina- 
tion ads which appear in the local 
newspaper. 


the months that hardware is slack the 
music department is usually doing a 
good business. 


The hardware department on the | 








| 


first floor is so arranged that there is | 


practically no waste space. A maxi- 
mum amount of merchandise is dis- 
played without giving the store the 
appearance of having goods crowded 
together. An interesting feature of 
the store is that there are display 
windows on the second floor, which 
is devoted to house furnishing. The 
second floor windows are full height 
and have concealed x-ray reflectors 
so that they are well lighted. 
Another feature in the arrangement 
is that the first floor display windows 
are on two levels, the center window 
being 2 ft. lower than the ones on 
either side. The center window is 
used for displaying stoves, refrigera- 
tors and other rather large articles 
which make a better appearance when 
set low or not much above the side- 
walk level. Small hardware items 
are displayed in one of the other 
windows, the higher floor bringing 
them nearer to the eye level. The 
third window is used for the display 
of musical instruments. The win- 
dows are enclosed in the back by 





stucco partitions. Two have arch 
openings enclosed with doors and 
the center window is enclosed with an 
iron grill. The stucco effect and grill 
make a very attractive appearance. 
Tools and builders’ hardware are 
displayed behind glass cases that ex- 
tend along the outer side of the hard- 
ware room. Most of the lower 
sections of these cases beneath the 
counter are also glass faced, these 
holding larger items such as pipe 


‘THE DAY'S NEWS 


Published every Saturday by Hubert Day & Sons 








Day's Music Store | | Day’s Hardware 





Chr istmas Musical Gitts| During the past week we 
should not be ordered without| bave beeh selling many Christ- 
ae mas presents. It is a great ad- 
considerable deliberatio: 

. * ation, snd} vantage to you to select things 

"can give that much better) carefully when you can take 
now than at the last minute| more time to pick out what you 
before the holiday, We have! ¥#nt. Our stocks are bigger 
2 and better than ever and with 

t t 

a number of instruments sie the new store you can find suit- 
have been chosen and tagged! able cifts for every member of 

for delivery'on the 24th, and the family, 
H irge that you make a selec- ‘ oe. ‘ 
n assortment o toois is 
| op, make @ small payment! soothing most every man 
and have it off of your mind.| wants and few have. We will 
os be xlad to help you in the se- 
| lection of useful articles, sure 
The whole house hold will en- to please “‘Hubby” or “Dad.” 


joy a good piano, Victrola or 
s,| A Duxbak Hunting Coat, 
| maller and individnal' gifts! Vest. Pants or Cap, or a Shot 
} have been given up this year| Gun or Rifle is auother man's 
wud the Christmas spending | 3!ft that is sure to please. 

whole family 
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| is the finest of all electric wash- 
Xmas! ing machines. By paying a 
* 4nd) small amount each week until 
i , Christmas you can build the 
o| . E down payment for an Easy 
| Washer Account. Balance 
monthly payments. 
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muffler or mute atiached 1! Our elevator to the second 
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v-| ular instruments, comparative-| any time. On tho second floor 
m ly easy to learn, and suitable | will be found a complete house. 
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wrenches, faucets, valves, etc. On 
the glass enclosed display boards as 
many as 1000 samples of stock are 
displayed. Near the front entrance 
are two show cases for cutlery and at 
the end of these a glass case for flash- 
lights. From these cutlery cases 
5000 pocket knives were sold last 
year. 

Sporting goods 


including guns, 
fishing tackle, tennis rackets and 
baseball goods are displayed in cases 
behind glass along the inner wall. 
Baseball bats are in a rack along the 
aisle, there being a rack section for 


each priced bat. This separation ac- 
cording to price meets with favor 
among the young buyers. 

Electrical supplies, small tools as 
well as other items for which there 
is a popular demand, are carried on 
a display table toward the back of 
the store. Back of this is another 
table on which garden seeds are 
stocked in packages and pails. 

Painters’ supplies are displayed at 
the rear of the store under an office 
balcony. As paint cans take a great 
deal of wall space for showing a 
complete line and sufficient wall space 
was not available, a convenient 
method was devised for showing a 
large number of paint cans in a small 
space. Painters’ materials, including 
mixed paints, varnishes and shellacs, 
are displayed on both sides of racks 
40 in. long and 24 in. wide. These 
racks, having four shelves, are far 
enough apart to permit a customer 
to walk between the racks. The 





paints are displayed in quart cans 
with a row for each different color. 
Gallon cans are stored in the base- 
ment. Brushes are displayed in full 
boxes on a shelf on top of the paint 
racks, these being at a height that is 
at convenient reach for a customer. 
Only one line of paints and varnishes 
is carried, but these products are 
carried in two grades, although there 
is little call for the cheaper grade. 





ENERAL views of the 

Hubert Day & Sons store in 
Elyria, Ohio, give evidence of the 
trend toward modern methods of 
display. The small photograph 
below shows the smart and at- 
tractive music store which is op- 
erated in conjunction with the 
hardware store of which it is an 

outgrowth 


The other half of the ground floor 
is used for a display and sales room 
for radio equipment, Victrolas and 
musical instruments. Four enclosed 
rooms provided at the rear for 
demonstrating records. 

Dishés, glassware and small house- 


| hold appliances are carried on double 


deck tables in the house furnishing 
department on the second floor. 
These are 6 ft. x 32 in. There are 
show cases for the finer class of table 
ware and _ electrical appliances. 
Enamel and aluminum ware and 
other larger items are displayed on 
shelves along the wall. The store 
recently added lighting fixtures, and 
these, which are displayed on the 
second floor, are proving a profitable 
line. Other merchandise carried on 
this floor includes electric lamps, 
bathroom supplies and bird cages. 
Radio receiving sets, talking 
machines, player pianos and rolls and 


(Continued on page 70) 
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Stocks and Bonds, Oh! Oh! 


By SAUNDERS NORVELL 


Pr [ “tie above heading was taken from a popular song. 
The title of the song, which many will recognize 
is “Take Good Care of Yourself, Because You 

Belong to Me.” One of the things the young lady in 

the song recommends to her sweetheart is to take care 

of himself when it comes to stocks and bonds, oh! oh! 

While all of us were in Atlantic City attending the 
convention, Wall Street started to act up, or rather to 
act down. Financial writers had discussed at some 
length the primary break in prices. If the market runs 
according to form, there usually is a secondary break. 
When after hesitating a day or two the stock market 
started to slide again, we were told this was just the 
secondary break. Then, contrary to expectations, there 
was a tertiary break and a fourth and fifth break, and 
then a landslide. 

The writings of our financial editors in some of our 
leading financial papers here in New York are just as 
good as a comic strip. You can get a good laugh out 
of them at any time. I knew a man who changed his 
position very frequently and very quickly. It was said 
he could jump into the air, reverse himself and land 
squarely on his feet just where he had been standing 
but facing the other way. It is amusing to read these 
financial prognostications, and then when things go en- 
tirely contrary to what they had predicted, how smooth- 
ly they explain away the situation—reverse themselves 
and start out on the other tack. 


I NOTICED that many hardware men who were in At- 
lantic City were carefully reading the evening papers 
containing the stock market reports. No doubt many 
of them had fliers in the market. These reports meant 
dollars and cents. 

In the fall of 1907, just about this time of the year, 
I attended a hardware convention in Atlantic City. We 
had had an era of wild (for that time) speculation. 
Stock prices had climbed upward and upward. During 
the convention the panic broke with a serious bank 
failure in New York City. As the convention pro- 
gressed, the panic got under way full swing. Practically 
the only thing seriously discussed at that convention was 
the panic and the future trend of business. Delegates 
faded away from the convention. 

As our business happened to be in excellent condition, 
one of our other officials and I, after the convention, 
went to the Waldorf-Astoria Hotel in New York, just 
to watch the skyrocketing and gather all the news. 
While there, I received a letter from my wife stating 
that the banks in St. Louis had discontinued paying cash, 
but were issuing “John Doe” bank notes. She asked 
me to bring home some cash to pay the servants, as they 
did not seem to fancy these “John Doe” notes. 

As the Waldorf had always cashed my checks, I 


stepped up to the cashier and handed him a check for 
$200 on my bank in St. Louis. I wondered what would 
happen. He promptly counted out $200 in cash and made 
some remark about the weather. I informed my fellow 
official how easy it was to get cash at the Waldorf. He 
ran through a check for $200, and it was also cashed. 
The next day we ran in two more checks for $200 each 
and both were cashed promptly without any question. 
We returned home with $400 in cash to meet pressing 
cash liabilities. 


[re situation, however, was very different from the 
situation of today. That was precipitated by bank fail- 
ures. Today up to this writing (October 30) we have 
had no bank failures, and as far as I know only one 
moderate sized Wall Street concern has suspended. 

The flood of selling which the market has run into 
seems to have been from all parts of the country. Small 
speculators buying on margin, the price declining, the 
brokers calling for additional margin and then forced 
sales, when margin requirements could not be met. In 
addition to this, there were many stop loss orders, and 
as the market declined, these orders were met and of 
course led to the general demoralization. It is also be- 
lieved that on account of financial conditions in Europe, 
and the need of money there, some very heavy selling 
has taken place on the part of European holders of 
American stocks. 

The banks for some time past have been watching the 
high prices of certain stocks with a good deal of sus- 
picion. Margin requirements have been put at 50 per 
cent. In other words, to buy a high priced stock, say at 
$200 per share, the buyer would have to put up $100 
per share in cash and his broker would carry him for 
the other $100. This margin was supposed to be suffi- 
cient, but when some of the stocks took almost a perpen- 
dicular drop of 100 points, the 50 per cent margin was 
quickly wiped out. 

Probably some amateur speculators do not realize that 
when they buy stock on margin through a broker, that 
this broker reserves the right to hypothecate these stocks 
with his bank. In other words, the stock that the 
amateur speculator has partly paid for is put up as col- 
lateral by his broker, in order to borrow money to carry 
the amateur speculator. The banks require a 50 per cent 
margin of these brokers. Therefore as prices go down, 
the bank calls on the broker to make good on his margins, 
and the broker is forced to call on his customers to make 
good. If they do not, the stocks are sold at the market, 
and naturally when thousands of brokers are selling 
stocks at the market, demoralization follows. 

Several times in recent articles, I have incidentally re- 
ferred to market conditions. In one of these articles, 
less than a month ago, I referred to meeting one of the 
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richest men in the United States in an elevator and 
asking him what he thought of the market. His answer 
was that in his opinion stocks were entirely too high, 
and that at the prices then prevailing, they did not appeal 
to him. I happen to know that this gentleman sold out 
practically all of his stocks before the drop in prices, 
and when this recent crash came, he had nothing on 
hand but cash. I have not seen him since, but no doubt 
his brokers are busily engaged in buying back at present 
prices the stocks he sold. 

I think it was in the same article, I referred to old 
men and young men—our younger men being very 
optimistic, believing that prices were not too high but 
that they would go higher, and the older men warning 
these young men to look out. I believe I stated that one 
old man said he was sure some of these younger men, 
who were so full of enthusiasm, would get a very good 
spanking before they got through. As a matter of fact, 
a lot of the new operators in Wall Street, those who 
have been very active in the past five years, have never 
seen a panic, and the recent break is their first experi- 
ence with a complete demoralization of prices. Some of 
these young fellows, metaphorically speaking, have had 
a very good spanking. 

Some of the cases, however, of the spanking process 
are very sad. I know one man, past middle age, who 
owned his own home, had some good bonds, was out of 
debt and was living comfortably but modestly on his 
income. This man decided to take a flier in the market. 
He first sold his good bonds in order to raise the cash, 
and then bought on margin. When the market went 
against him, in order to cover, he put a mortgage on his 
home. On the recent break, he lost everything. It will 
be impossible for him to keep up the payments on the 
mortgage on his home, and the chances are he will lose 
that. Of course, he went in over his head. It is easy 
to criticize him now, nevertheless it is a very sad case, 
especially as he has a family dependent upon him. 


In another casé I know of, a man sold out all of his 
stocks, amounting to about $350,000. _ He left this bal- 
ance with his broker. When the “tertiary” break in 
stocks came, he decided to reinvest this money. He 
went to his broker and instructed him to buy certain 
stocks. This broker, who happened to be an old friend, 
informed him it would be exceedingly inconvenient for 
him to use that $350,000 in buying the stock. He stated 
that he needed this amount of cash to tide him over in 
his own business. As this gentleman and the broker 
were old friends, the gentleman did not press the broker, 
and by not pressing him, when the fourth and fifth 
breaks came, he saved just about half of his capital. He 
deserves no credit for this. He did not intend to hold 
the money. If he could have got his money, he would 
have invested it, but as this brokerage concern is per- 
fectly sound, when the trouble is over, he will get his 
money back, but now this gentleman is grumbling a little 
because he hadn’t the money to invest yesterday when 
stocks seemed to strike their lowest level. Such is 
human nature! 

Early last summer, a gentleman went to Europe. 
When he sailed, he was worth a million dollars. He had 
a nice lot of the best American stocks, all paid for and 


put away in his tin box. He had made a very handsome 
profit on these stocks, as he bought them about two years 
ago. Feeling quite comfortable financially, he spent the 
summer with his family motoring in Europe from one 
resort to another. He had a delightful time. He has 
just returned and tells me that in checking up the values 
of his stocks at present prices, instead of being worth a 
million, he finds himself worth just about $500,000. 
Fortunately for him, he does not owe any money. His 
stocks are all paid for, put away in his tin box, and he 
can wait for them to recover. 


SomzHow in my mind, I always associate Mr. Bab- 
son, the statistician, with Mr. Shaw, the English drama- 
tist. Mr. Shaw has the delightful habit of telling his audi- 
ence just what he thinks, and what he thinks sometimes 
is decidedly startling. Recently in making an address in 
England at the opening of a small college, he stated that 
a college education was exceedingly dangerous. He 
warned young men especially against attending such 
colleges as Oxford and Cambridge. He intimated that 
college men have a frozen state of mind that makes them 
almost impenetrable to certain ideas. He did admit 
however, that a college education improves their man- 
ners, and stated this was because of the community life. 
Then he added that there was another class of men who 
also had very excellent manners. They were sailors, 
because they also are forced by their vocation to lead 
the community life. Mr. Shaw’s ideas, whether right 
or wrong, are certainly very interesting reading. 

Then there is Mr. Babson. About a month ago he 
made an address. He predicted that in the very near 
future the stock market would take a drop of sixty 
points. Mr. Babson did not dodge the issue. He made 
that statement flatly. There was a good deal of laugh- 
ter among the younger set on Wall Street. They 
thought that Mr. Babson was just an old pessimist not 
in touch with modern times. 

You know, Mr. Babson has a theory that everything 
works on the principle of action and reaction—what goes 
up must come’down—but the younger set on Wall Street 
for several years past have been reading financial articles 
to the effect that all this theory of action and reaction 
is bunk, that we are in a “new era” and that this era 
cannot be judged by former experiences. 

Of course there were the men who told ‘us all about 
the new investment trusts. The market never could 
break very much, because these investment trusts would 
support it. I wonder what happened to the investment 
trusts in the recent landslides. The financial writers 
haven't had much to say about them. These trusts have 
been buying at the recent low prices, but their purchases 
have been so small in proportion to the avalanche of 
selling on the part of the small investors that they hardly 
count. 


One of my jobbing friends dropped in to see me this 

week and wanted to know what my “financial adviser” 

had to say about the situation. Well, I will have to tell 

you the truth. At first, when I owned some good stocks 

and wanted to sell them, he advised me not to do so, 

“not to lose my position” (whatever that means), that 
(Continued on page 72) 
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THE CUSTOMER ALWAYS | 


NIQUENESS is often a display virtue in itself. 
Merchandise shown in any manner differing 
from the customary method usually attracts in- 

creased attention. “That,” said J. B. Warren, president 
of the Williams County Hardware Co., Bryan, Ohio, 
“is why we show our tools in a unique display case. Our 
tool display is different, that’s why it’s especially inter- 
esting to store visitors and why our tool business makes 
up a larger volume than in most stores who are similarly 
situated.” 

Mr. Warren believes that high-grade tools should be 
shown under glass, contending that this method of dis- 
play gives the fine tools additional “prestige” and always 
keeps them in immaculate condition. Not that the firm 
does not appreciate the advantages of open-type fixtures, 
for a good portion of the stock, including popular 
priced tools, is shown on modern display tables. The 
better tools deserve the protection of glass, which also 
enhances their sales appeal, he says. 


a ade tool case, which is illustrated in the accompany- 
ing photograph, is fourteen feet long, thirty-two inches 
wide and fifty-two inches high. Instead of the usual 
glass top, it was constructed with a top of wood. This 
feature is said to encourage the prospect to handle heavy 
tools with more freedom. If the customer accidentally 
drops an eighteen-inch pipe wrench on the top, little 
harm results. Tools soon mar and scratch a glass top 
until it presents an unattractive appearance and is hard 
to see through, according to Mr. Warren. The use of 
wood for the top also permitted standard electric lights 
to be installed along the center of the underside of the 
top. The lights burn continually, whenever the store is 
open for business. This adds to its attractive powers, as 
a brilliantly, illuminated display of tools is certain to 
awaken interest. * 


Location is also an important factor. The case is 
located adjacent to the cash register and directly in front 
of a stairway leading to the furniture department on the 
second floor. Customers who are waiting for their 
change naturally stand in front of the case and very 
often they see some tool in the case they need, and buy 
on the spot. Frequently, women who are descending 
the stairs from the furnishing department recall that they 
need a hammer or a saw when they observe the novel 
and well-lighted tool display at the foot of the stairs. 


Ory one sample of each tool is shown in the case. 
Reserve stock is carried on standard shelving. The cus- 
tomer always receives the sample tool, which is always 
well polished and clean. As the case is very large and 
unusually high, it provides plenty of room to show an 
impressive display of samples in an attractive fashion. 
Three shelves of graduated widths take care of tools of 
varying size and due to the height of the case the shelves 
are nearer the eye level than in the ordinary show case. 
A good view of every tool is easily obtainable. As the 
glass in the case is regularly washed every week, it is 
always in a spotless and glistening condition. 

Bryan, Ohio, is located in a splendid agricultural sec- 
tion, which accounts for the fact that the greater portion 
of the firm’s tool trade is among farmers. While tools 
are displayed in the windows at frequent intervals the 
year around, a special effort is made by this store to 
have especially attractive tool windows during the most 
timely selling seasons. Mr. Warren says the month of 
March heralds the most active selling season for tools in 
their territory, as people are then planning to start their 
spring building projects. The tool business then im- 
proyes, as spring progresses, until it reaches its peak in 
June. In the fall, tool sales receive another “spurt” as 
buildings are being rushed to completion for winter oc- 


Three shelves of graduated widths take care of tools of varying size. A good view of every tool is obtainable. 















































HARDWARE AGE for NOVEMBER 7, 1929 








Receives The Sample Tool— 


Special Tool Case of Williams County Hardware Co. Gives 
Protection to Better Grade Tools without Reducing Display 
Value—Competitive Grades on Open Top Tables 


cupancy. During these periods the firm devotes extra 
effort to tools..,-Special sales efforts are made within 
the store, attractive tool windows are installed and tools 
are featured in newspaper advertising. 

No effort is made to sell popular priced tools but the 




























kinds of tools are solder, 

copper strips, steel strips, 
fire pots, blow torches, etc. 
This window display, also by 
Hammacher, Schlemmer & 
Co., New York City, ties up 
related materials and equip- 
ment and presents a display 
of lines which may often be 
neglected in the average hard- 
ware store. Everything in this 
window is needed by both pro- 
fessional and amateur user of 
tools, both in repairing and 
constructing, and _ therefore 
should be given more frequent 
display attention. You will 
note also chain hoists, large 
circular saws and such heavy 
equipment. The latter, of 
course, is primarily for pro- 
fessional workers. 


ieee allied to certain 





firm has them if they are demanded. Mr. Warren re- 
ports that many of his farm customers express a pref- 
erence for the quality brands, calling for the nationally 
advertised tools by name, which require little, if any, 
sales effort under such circumstances. 


SING a _ well-equipped 
work bench as the cen- 
ter-piece, this display by 

Hammacher, Schlemmer & 
Co., New York City, should 
appeal very strongly to users 
of hand tools, particularly the 
amateur mechanic who is be- 
coming rapidly an important 
factor in the purchase of the 
items shown in this window. 
This display is very complete 
yet is not crowded. It has also 
a quality of balance without 
a geometric precision of abso- 
lute equal sides. Using an 
equipped work bench in a 
prominent way, causes the 
prospect to visualize the kind 
of a home work shop he would 
like to have and encourages 
the complete home equipment 
idea. 
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THREE IDEAS FOR THAT 


THANKSGIVING WINDOW 


URKEY day is fast approaching. By the time 
this issue of HARDWARE AGE is in your hands, a 
special Thanksgiving window will be opportune. 
Of course, you will want to feature a wide variety of 
roasters and carving sets, as they are always in demand 
for this culinary event. However, don’t overlook the 
fact that the “trimmings” which go with the turkey 
often require special kitchen utensils. The table service 
also frequently needs replacements or additions, especial- 
ly if guests are expected. 
So, in addition to roasters and carvers, silverware, 
pyrex, waterless cookers, fancy hollow ware, percola- 





tors, electric table appliances, game shears and many 
kitchen utensils are especially appropriate for the 
Thanksgiving window. 

Three illustrations of Thanksgiving windows are 
shown, with the thought that they may furnish you with 
a basic idea for your own display. The window repro- 
duced at the top of this page was trimmed by Earl W. 
Whiting for the Nagell Hardware Co., Inc., Minneap- 
olis, Minn. Many hardware store. items, useful in pre- 
paring the Thanksgiving dinner, can be displayed in a 
window of this type. The window proved its effective- 
ness through the number of sales resulting directly from 
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its appeal. In fact, some merchandise 
had to be taken out of the window to 
supply the demand. The large show- 
card in the center was of maroon mat 
board, with white lettering and orange 
trim. The picture cut-out, used in the 
upper right-hand corner of the show- 
card, was a turkey cover design in 
color, taken from a current magazine. 

Electrical appliances were featured 
in a Thanksgiving atmosphere in the 
window used by the W. A. Kennedy 
Hardware Co., Canton, Ohio. A mini- 
ature bungalow, with the bride and 
groom on its front walk, was a novel 
feature of this display. Show-cards 
proclaimed: “A Happy Home with 
Everything Electrical Is One Thing 
to Be Thankful For.” 

3orneman & Sons, Elkhart, Ind., 
have secured a pleasing result through 
the use of manufacturer’s cut-outs to 
convey the Thanksgiving environment. 





Roasters, carv- 
ing sets, casseroles and percolators are tastefully shown 


A A e 2 4.3 


A hit 


The Thanksgiving window display by the W. A. Kennedy Hardware Co., Canton, Ohio 


in their display, which was trimmed by James Billig of 
the firm. 





This Form Helps Curb Losses From Telephone Calls 





A. A. Doerr Mercantile Company 
Phone 65° Larned, Kansas 


LONG DISTANT PHONE CALLS 





Date 

















192 


Firm Called 


Called By 





Answered By 





NATURE OF CALL 























Cost of Call $ 





To be paid by 





Turn This Ticket Over To Office 














HE failure to charge customers for long distance 
‘ telephone calls, especially in those instances where 
special orders involve considerable telephone ex- 
pense, and such an additional charge is permissible by 
agreement with the customer, amounts to quite a sum 
when through carelessness and neglect such leaks occur 
in a business. 
To curb such losses, an inexpensive form for record- 
ing all long ‘distance,calls has been provided and is ap- 
plicable to the hardware store having several telephone 


connections or auxiliary lines from one central tele- 
phone. Department managers or clerks may place a 


call, and in the rush of business fail to make any record 
of the call if no provision is made to record transactions 
of this nature. A check-up of the telephone bill at the 
end of the month is a task, and the average statement 
is not detailed enough to enable the clerical department 
to insure charging the correct items to customers. 

A form provided for this purpose that is simple and 
easy to fill out in a few time, 
detail all the information necessary in handling the items 
of telephone calls, date the call is 
placed, the firm or party called, the party calling and 
the party answering the call, nature of the call, 
of call, and who is to assume payment of the call are all 
clearly indicated on the report form. After the call is 
completed, the ticket is filed with the main office. 

These reports not only serve the purpose, but aid in 
checking calls by outsiders having an intent of avoiding 
payment of the toll charges. 


moments’ but giving in 
is illustrated. The 


cost 
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Implement Federation Meets in Chicago 


Albert A. Doerr, Larned, Kan., Chosen President—Secretary Herbert J. 
Hodge Urges Organized Aid for the Dealer “In This New Environment”— 
Manufacturers Asked to Help Disseminate Accurate Cost Knowledge 


EVENTY-THREE delegates from 
fourteen State and regional trade 


bodies, accredited to the National | 


Federation of Implement Dealers’ As- 
sociations, with which many hardware 
merchants are allied, held their annual 
meeting in the West Room of the Ho- 
tel Sherman, Oct. 23 and 24. 

Robert G. Nuss of Madison, Wis., 
head of the Federation, presided. Dur- 
ing the convention, he and Mrs. Nuss 
were presented a silver coffee service 





H. J. HODGE 


Secretary 


H. Chase, Ames, Ia., in behalf 
of the secretaries of the constituent 
associations. The following new of- 
ficers were chosen: 

Albert A. Doerr, Larned, Kan., pres- 
ident. 

Fred P. Watson, Mount Vernon, IIL, 
vice-president. 

Directors—A. A. Martini, Sebewa- 
ing, Mich.; W. J. Reynolds, Westhope, 
N. D.; Robert G. Nuss. Herbert J. 
Hodge, Abilene, Kan., for the thirty- 
second time chosen secretary by the 
Federation board, said in his annual 
report: 

“Just now the financial structure of 
the nation is top-heavy with stock 
speculation, increasing the cost of 
credit to trade and production—affect- 
ing consumer, dealer and manufac- 
turer. Through mergers and vast in- 


by C. 


crease of facilities, manufacturing of 
every sort has reached a point where 
we can make more commodities than 
the nation by any possibility can con- 
sume, while foreign markets are af- 
fected by the progress of recovery 
from war depression. 








“Chain stores have arrived, making 
more expansion in the past year than 
in any twelve-month of history and 
harassing the local merchant—while 
the group or branch bank is on the 
way. 

“The dealer—whom we represent in 
the fullest sense—faces not only the 





ALBERT A. DOERR 
Newly Elected President 


problem of finance, but one that comes 
from the anxiety of the manufacturer 
to dispose of his wares and maintain 
his plant at capacity operation. A 
startling and far-reaching readjustment 
is taking place in the entire business 
life of the country and, whether we 
like or it, the situation must be met. 

“Our task is to aid the dealer in this 
new environment, to establish his feet 
on solid ground and to enable him to 
carry on his enterprise with fair profit 
and promise of future competence. Un- 
less he does these things he will pass 
from our business life. 

“After all, the individual merchant 
has nowhere so important a place as 
in the hardware and implement field. 
Here, even more than in the rural bank 
and far more than in the grocery house 
or drygoods emporium, is essential 
something more than a_ store—the 
dealer must conduct a service station, 
if he is to fulfill his mission. 

“So, with this picture before us, our 
duty is, with such ability as we can 
command, to uphold and strengthen the 
dealer’s hands and enable him to main- 
tain faith in himself, in his calling and 
his association. This calls for intelli- 
gent, sympathetic discussion of matters 
foremost in the dealer's mind and for 








something more than expression of 
good-will. 

“We must definitely and concretely 
act with every ounce of our power to 
throw around him and his business 
every possible safeguard. Our first 
duty is to him. 

“It is gratifying to be able to report 
that the local club movement is gain- 
ing impetus in nearly all States repre- 
sented in this Federation. Reports in- 
dicate that the meetings are well at- 





ROBT. G. NUSS 


Retiring President 


tended and that business conditions in 
the territory covered have shown ma- 
terial improvement. 

“Experience warrants the statement 
that if conditions even approach what 
to our minds is satisfactory, the ele- 
ment of distrust must be eliminated. 
Lack of confidence is one of the most 
prolific sources of trouble with which 
we have to contend. When this ele- 
ment is removed you will see a change 
for the better and men will think twice 
before selling at a loss. 

“T am convinced that the fellowship 
engendered at frequent meetings, 
where men engaged in the same calling 
meet face to face, is the only medium 
through which this most desirable con- 
dition can be secured. The time never 
was so opportune to make the work of 
the local clubs effective as the present.” 

The Federation adopted a resolution 
inviting a committee of the implement 
manufacturers to cooperate with a 
committee of the organized retailers in 
the preparation and distribution of a 

(Continued on page 72) 
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Wheeling Steel Announces 
Sales Personnel Changes 


The Wheeling Steel Corp., Wheeling, 
W. Va., announced a number of changes 
in the sales organization, effective Nov. 1. 
H. B. Scott, now manager of the tin plate 
sales division, and N. C. Reed, manager 
of the Detroit office, will become assistant 
general managers of sales. Both will be 
located at Wheeling, W. Va. J. L. Neu- 
doerfer is general manager of sales, suc- 
ceeding John O. Tucker some months ago. 

W. M. Hall, now manager of the Bos- 
ton office, will be transferred to Wheeling 
and succeed H. B. Scott. S. H. Waters, 
now of the Boston office, will succeed Mr. 
Hall as acting manager. The Detroit office, 
made vacant by the promotion of Mr. Reed, 
will be in charge of H. B. Miller, now 
manager of the Cincinnati office. Mr. Mil- 
ler was formerly located at the Detroit 
office before going to Cincinnati, and is 
well known in the Detroit district. At 
Cincinnati he will be succeeded by H. E. 
Smith, now manager of the St. Louis 
office, who in turn will be succeeded by 
B. M. Sharpe, who has been assistant man- 
ager at the St. Louis office. 

It was also announced that O. I. Strick- 
land, now one of the assistant managers of 
the tubular sales division, has been ap- 
pointed manager of that division. 

W. B. Higgins is vice-president in charge 
of sales of the Wheeling Steel Corp., lo- 
cated at the general offices at Wheeling, 
W. Va. 


C. F. Greenwood, Sales Manager, 
Buffalo Wholesale Hardware Co. 


N. A. Taber, vice-president of the Buf- 
falo Wholesale Hardware Co., Buffalo, 
N. Y., reports that Charles F. Greenwood 
has been engaged as sales manager of the 
company. ; 

Mr. Greenwood was for many years 
with Simmons Hardware Co., in Philadel- 
phia, and with Winchester Simmons Co., in 
Atlanta, Ga. 

Buffalo Wholesale Hardware Co. oper- 
ates an exclusive wholesale hardware busi- 
ness, covering with 20 men a large part 
of New York and a portion of western 
Pennsylvania. 


Reading Knob Works Becomes 
Earle Hardware Mfg. Co. 


The Reading Knob Works, manufacturer 
of hardware in Reading, Pa., has changed 
its corporate name, becoming the Earle 
Hardware Mfg. Co. The personnel of the 
company remains the same. It is under- 
stood that this new name was adopted in 
order that the company’s field of manu- 
facture be more adequately presented by 
its name. 

The past several years has witnessed a 
general extension of the manufacturing fa- 
cilities of this company and the addition 
of many new articles to the original line. 

This extension program not only in- 
cluded developments and improvements in 
the original line, but the acquisition of 
companies manufacturing articles of build- 
ers’ hardware. 


One of these acquisitions occurred in 
1928, when the Reading Knob Works ac- 
quired the Earle Hardware Mfg. Co., Los 
Angeles, Cal. This company had long been 
noted for its original and exclusive designs 
of hardware. The company operated in 
Los Angeles until the early part of 1929, 
when a modern factory building was com- 
pleted in Reading. 

With increased facilities and additional 
and improved machinery, new articles are 
manufactured and the scope of manufac- 
ture extended to not only include a general 
line of builders’ hardware but also orna- 
mental bronze work, hand-forged builders’ 
hardware in special and period designs, 
wrought-iron grills, fences, railings, and 
other articles of wrought iron or bronze. 





Radio Trade Association 
Adopts a New Name 


At a meeting of directors held Wednes- 
day, Oct. 23rd, at the Congress Hotel in 
Chicago, the board of directors of the 
Federated Radio Trade Association changed 
the name to the National Federation of 
Radio Associations. This is in order that 
the name will be more truly representative 
of that portion of the industry the associa- 
tion represents. 

The National Federation of Radio Asso- 
ciations is a national group or federation 
of local, State and territorial radio asso- 
ciations throughout the United States. It 
is the purpose of the National Federation 
of Radio Associations to watch legislation 
and to direct association activities in such 
a manner as to be to the best interests of 
the radio public and the radio industry in 
general. 

Plans being promoted for the examina- 
tion and registration of radio service men 
in every locality will, upon their comple- 
tion, materially benefit every owner of a 
radio set in providing him with an ade- 
quately trained and competent radio ser- 
vice man. 

Preliminary plans were discussed for the 
fourth annual convention of the National 
Federation of Radio Association. The Ohio 
Radio Trade Association, official hosts of 
the convention, are preparing a program of 
unusual interest and importance for the 
convention, which will be held in Cleveland, 
Ohio, on Feb. 10-11, 1930. This convention 
will be given over entirely to the study of 
the problems between the radio industry 
and the consuming public, and will be of 
importance to the welfare of distributors 
and dealers everywhere. 


E. M. Fruiterman Becomes 
Manufacturer’s Agent 


Edward M. Fruiterman has established 
himself as a manufacturer’s representative 
to the automotive and hardware jobbing 
trades, making his headquarters at 17 West 
60th St., New York, N. Y. 

Mr. Fruiterman is well known to job- 
bers in the metropolitan New York terri- 
tory. For the past ten years he has con- 
tacted with these jobbers and has now gone 
into business for himself, limiting his ser- 
vices to a few manufacturers. 





Paint Associations Held Annual 
Meetings at Washington, D. C. 


Meeting jointly, the National Paint, Oil 
and Varnish Association, Inc., and the 
American Paint and Varnish Association, 
Inc., convened in Washington, D. C., on 
Oct. 14 to 18 for their respective annual 
conventions. Problems of the trade were 
authoritatively discussed by many speak- 
ers who are prominent in the paint mdus- 
try and in the nation’s affairs. Both con- 
ventions were well attended, interest was 
keen, and a profitable four days was spent 
by the delegates. ; 

Wells Martin, vice-president and general 
manager of the Martin Varnish Company, 
Chicago, was elected president of the 
American Paint and Varnish Manufac- 
turers’ Association, succeeding Elliott S. 
Phillips of New York, who becomes first 
vice-president. Other new officers are: 
Second vice-president, Frank L. Sulz- 
berger, Chicago; treasurer, H. L. Calman, 
New York; secretary, George B. Heckel, 
Philadelphia. Directors: G. M. Breinig, 
Kansas City; B. J. Cassaday, Pittsburgh; 
F. P. Cheesman, New York; L. H. Conk- 
lin, ‘Newark; W. C. Dabney, Louisville; 
A. D. Graves, Buffalo; H. S. Felton, 
Philadelphia; R. W. Levenhagen, Cleve- 
land, and H. A. Melum, Chicago. 

Henry S. Chatfield, vice-president and 
treasurer of the Mac-Lac-Kasebier-Chat- 
field Corporation of New York, was elect- 
ed president of the National Paint, Oil and 
Varnish Association to succeed Charles J. 
Caspar, retiring president. The new vice- 
presidents are: Canadian Zone, A. W. 
Poole, Toronto; Central Zone, E. R. Hoag, 
Detroit; Eastern Zone, Horace Felton, 
Philadelphia; Southern Zone, J. F. Kur- 
fees, Louisville; Western Zone, J. G. Rey- 
nolds, San Francisco. 

Charles J. Roh, of the Murphy Varnish 
Company, Newark, N. J., was reelected 
treasurer and D. W. Figgis, of the Ameri- 
can Can Co., New York, was elected a 
member of the Executive Committee for 
a three-year term. 

New directors, for three-year terms, are: 
Birmingham, W. A. Currie; Chicago, John 
R. MacGregor; Columbus, W. B. Peters; 
Dayton, L. H. Vinson; Indianapolis, W. H. 
Gerke; Memphis, M. G. Heins; Minne- 
apolis, S. O. Sorenson; Nebraska, G. C. 
Cunningham; Portland, Warren G. Thor- 
sen; Rochester, Harry Susskind; St. Louis, 
P. C. Frayser; Savannah, R. L. Clancy; 
Individual members, George Henderson, 
Montreal, and Henry Jones, Spokane, 
Wash. 

E. H. Hancock, of the Louisville Var- 
nish Co., was elected a director to fill the 
unexpired term of J. F. Durfees, who was 
made a vice-president. J. W. Robson, of 
the Standard Varnish Works, New York, 
was chosen a director to fill the unexpired 
term of H. S. Chatfield, the new president. 





G. R. Roberts Manages New 
Milburn Los Angeles Office 


George R. Roberts has been placed in 
charge of the newly-established Los Ange- 
les office of Alexander Milburn Co., manu- 
facturer of welding and cutting apparatus 
at 1416 West Baltimore St., Baltimore, Md. 
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Eighth Annual Radio Show 
Held in Chicago Coliseum 


What radio has to offer the trade and 
public was colorfully presented at the | 
eighth annual Chicago Radio Show, which 
closed in the Coliseum on Sunday night, 
Oct. 27. Nearly 150 exhibitors partici- 
pated. G. Clayton Irwin, Jr., of the Radio 
Manufacturers’ Show Association, which is 
responsible for the New York Radio Show, 
directed the Chicago exposition. 

It was described as another million- 
dollar exhibition. Many dealers, distrib- 
utors and jobbers attended from a wide 
area. Every available foot of show space 
was occupied and every phase of radio 
development was exemplified. Much atten- 
tion was given the screen-grid tube. 

Television was demonstrated in a dark- 
ened theater, and a broadcasting studio, 
inclosed in glass and sound-proof walls, 
attracted the observation of thousands. 

Therein, a radio musical instrument, 
invented by a Russian scientist for whom 
it was named, mystified many. It has no 
keyboard, strings, reeds or mouthpiece. 
One hand moving in a sensitized electrical 
field controls the tone; the other modifies 
the volume. 

Two projecting metal antennae consti- 
tute the centers of control. Radio audio 
frequency furnishes the sound, which some- 
what resembles that of a ’cello. 

That tone is king in radio was evident 
on every hand in the multiplied efforts of 
the set exhibitors to demonstrate tonal 
quality. Some of the effects produced 
were marvelously clear and non-mechanical. 

Cabinet work was shown in many de- 
grees of simplicity and elaborateness. In 
some cases cabinet makers were seen at 
work. The Radio Pageant of Progress, 
an adjunct of the show, constituted a visual 
course in radio history. A number of the 
earlier and cruder sets were shown. 

Radio-photographic devices, high-speed 
wireless, ship-to-shore broadcasting, the 
radio compass and apparatus for airplanes 
and railroads were shown, and in some 
instances demonstrated. H. B. Richmond, 
of Cambridge, Mass., president of the 
Radic Manufacturers’ Association, was 
among the trade celebrities who attended 
the show. 


Consolidated Factories, Ltd., 
Formed by Recent Merger 


Consolidated Factories, Ltd. has been 
formed in Santa Ana, Cal., through the 
recent merger of Consolidated Hardware 
Manufacturers, Inc., Pasadena, Cal., and 
Brock Glass Co., Santa Ana. 

The new company will be officered by 
the personnel of the consolidating com- 
panies, and general offices will be main- 
tained at Santa Ana. 

Brock Glass Co. has for seven years been 
engaged in the manufacture of pressed and 
blown glass articles, such as knobs, drawer 
pulls and doorknobs. The Consolidated 
Hardware Manufacturers have become 
known in the builders’ hardware field 
through its Mother Hubbard cupboard 
latches. 

In addition to the complete glass plant 





taken over from the Brock Glass Co., the 


Hardware Council Holds Regular Meeting 


Studies Methods for Increasing Sales of Hardware—Present Officers 
Reelected 


The Hardware Council was in session 
at the Marlborough-Blenheim Hotel, At- 
lantic City, N. J., during the afternoon 
of Oct. 24 and the forenoon of Oct. 25. 

A latge part of the sessions was de- 
voted to the subject of increasing the sale 
of hardware products through the regular 
hardware channels. A committee appoint- 
ed at the last session of the Council sub- 
mitted a general report on the subject for 
discussion. The report was then broken 
up into sections, which were referred to 
special committees for detailed study. 

The Council also indorsed the campaign 
of the National Committee on Wood 
Utilization of the Department of Com- 
merce. This campaign has for its object 
the teaching of boys to make useful arti- 
cles from waste lumber, such as packing 
boxes, crates, etc., and will undoubtedly 





have a beneficial effect on sales of tools 
and other hardware products. 

The present officers were reelected: 
C. W. Asbury, chairman; A. H. Nichols, 
vice-chairman; Herbert P. Sheets, secre- 
tary-treasurer. It was decided to hold the 
next meeting of the Council at St. Louis, 
June 20 and 21, just prior to the National 
Retail Hardware Congress. 

The Hardware Council is an advisory 
board composed of representatives from the 
American Hardware Manufacturers’ Asso- 
ciation, the National Hardware Associa- 
tion of the United States, the Southern 
Hardware Jobbers’ Association, and the 
National Retail Hardware Association. By 
finding the facts, evolving recommenda- 
tions, and by spreading its findings 
throughout the hardware trade, it en- 
deavors to promote greater efficiency in 
the field of hardware distribution. 





new corporation is erecting new buildings 
to house the equipment necessary to the 
quantity production of the line produced by 
Consolidated Hardware Manufacturers. 





Chicago Dealers Will Hear 
Llew S. Soule on Nov. 8 


Llew S. Soule, editor, HArpwaArE AGE, 
will speak to the members of the Chicago 
Retail Hardware Association at their 
Nov. 8 meeting in the Hotel Sherman. 
Mr. Soule will speak on “The Human 
Element in Business.” 





American Asphalt Paint Co. 
Buys Kankakee, IIl., Plant 


American. Asphalt Paint Co., 844 Rush 
St., Chicago, Ill., has purchased a factory 
building in Kankakee, Ill., having approxi- 
mately 100,000 sq. ft. of floor space avail- 
able for manufacturing purposes. 

The company plans to manufacture its 
complete line of asphaltic products at this 
new factory. The Lincoln, N. J., plant 
will continue to operate at capacity pro- 
duction. 

Complete paint-making equipment is be- 
ing installed at Kankakee, and manufac- 
turing will start in the new future. 





Several Changes Announced 
for A. J. Krank Mfg. Co. 


The A. J. Krank Mfg. Co. of St. Paul, 
Minn., producer of cutlery, has been pur- 
chased by Will O. Washburn, formerly 
connected with American Hoist & Derrick 
Co., St. Paul. His two sons, Joseph H. 
Washburn and Albert O. Washburn, will 
become vice-presidents of the company. 

It is understood that two new corpora- 
tions will be formed, the A. J. Krank 
Co., which will conduct the manufactur- 
ing end of the business, and Alfred J. 
Krank, Inc., to handle the distribution. 





A. H. Grebe & Co. Secures 
Additional Floor Space 


A. H. Grebe & Co., Inc., manufacturer 
of radio receiving sets at Richmond Hill, 
Long Island, N. Y., has been forced to 
take additional space in the Bush Terminal 
Buildings, Brooklyn, N. Y., in order to 
keep up with its increased production. 

Shipping and packing departments have 
already been moved to Bush Terminal, 
thereby making available greater space in 
the factory for making radio receivers. 





Dean Chadbourne Directs 
Outboard Motors Corp. Sales 


Dean Chadbourne has been elected vice- 
president in charge of sales and adver- 
tising of the Outboard Motors Corp., Mil- 
waukee, Wis. He was formerly general 
manager of the Westinghouse Electric 
International Co. 

Outboard Motors Corp. produces Evin- 
rude, Elto and Lockwood outboard marine 
motors. 


Arthur E. Douglas Passes On 


Arthur E. Douglas, for the past eight 
years director in charge of supply sales 
for the E. A. Kinsey Co., dealers in rail- 
road and machinery supplies in Cincin- 
nati, Ohio, died suddenly on Oct. 19. Mr. 
Douglas was apparently on his way to 
recovery from a recent illness when pneu- 
monia set in and caused his death. 

Mr. Douglas became associated with the 
E. A. Kinsey Co. in 1913, at which time 
he was appointed purchasing agent. Eight 
years ago he was promoted to director of 
supply sales. Before coming with the 
Kinsey Co., Mr. Douglas was purchasing 
agent of the Rutland Railroad, Rutland, 
Vt. Prior to that time he was assistant 
purchasing agent of the Big Four Railroad, 
with offices at Cincinnati. 

Mr. Douglas was highly regarded by 
his business associates as well as by a large 
circle of personal friends both in Cincin- 
nati and elsewhere. 
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Jiffy Boiler Plug Display 


Twelve Jiffy Boiler Plugs are attached 
to this display card which has been pro- 
duced by the Jiffy Boiler Plug Co., 9114 
St. Clair Ave., Cleveland, Ohio. 

The card is illustrated in colors, and tells 
simply and directly the story of the plug. 
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These boiler plugs retail at a popular price 
and their sales should be stimulated by 
displaying this card: 





























Two New Garden Tools 


Among the new products offered the 
trade for 1930 by Seymour Smith & Son, 
Inc., Oakville, Conn., is a line of hedge 
shears. 

The shears balance well, have hollow 
ground blades and are available in a full 


_ 





line of sizes and finishes. The finishes 
are fine polishing, varnished and waxed 
handles in colors, enameled and polished 
blades, lacquered and enameled ferrules. 
Blades are of high carbon tool steel, hol- 
low ground with polished bevel. 

The pruning shear illustrated has a blade 
and hook made of forged tool steel. It 





has been carefully 
It has a volute spring and a large bolt and 
nut. Finished with either a plain or rat- 
chet nut and with either orange or black 
handles. 


polished and ground. 


Rogers Glue in Cantubes 


Rogers fish-skin glue, for 54 years 
made by the Rogers Isinglass & Glue Co., 
Gloucester, Mass., is now obtainable in 
Cantubes, manufactured by the National 
Cantube Co., Inc., 1330 North Halsted 
Street, Chicago, III. 


collapsible. Equipped with the Amer Seal 
cap, it forms a hermetically sealed pack- 
age, yet the cap does not stick. Rogers 
glue is said to have “a ton of strength 





in every drop.” In the Cantube it can 
be applied without muss or waste. To 
use the glue it is only necessary to re- 
move the cap, turn the bottom rotating 
plug slowly until a very small amount of 
glue appears at the opening. 

The glue then spreads evenly and con- 
tinues to flow until the desired surface is 
covered. Then the bottom plug is — 
back slightly until the remaining glue a 
the top recedes into the Cantube. ie 
wiping, the top is screwed into place. 





A Cabinet for Bath Rooms 


Seasoned hardwood enters largely into 
the construction of the new Venetian cabi- 
net, recessed for bath rooms, manufactured 
by the Universal Cabinet Co., 1812-28 West 
Austin Ave., Chicago. 

Its mirror is securely fastened to a spe- 
cially protected frame. An opening 21 by 
15 and 334 in. deep, is required in the wall 
to receive this cabinet. The Venetian mir- 
ror measures 18 by 26 in. and is provided 
with a glass knob. The friction catch 
works easily. 








Three adjustable plate-glass shelves are 
mounted inside. Within and without the 
cabinet is finished in white enamel. The 
engraved mirror covers the whole face of 
the door. Recesses of different sizes are 





This container is described as rigid- 


New Brown & Sharpe Gages 


The Brown & Sharpe Mfg. Co., Provi- 
dence, R. I., offers gages conforming in 
design to the standards specified by the 
American Gauge Design Committee. These 
are made of the highest grade tool steel, 
especially selected for the requirements of 
the work, heat treated, hardened, ground 
and lapped. These gages are reliable and 
are of a most convenient and practical de- 
sign. The gages are made in both plug 
and ring types, and in both go and not go 
in each style. 

The plug gages No. 659 are furnishéd 
in go and not go styles and either single 





or double end handles may be obtained for 
use with them. The go gages are easily 
distinguished from the not go gages by 
their longer measuring surface. Furnished 
in any size or combination of sizes from 
.241 in. to 1.510 in. All handles are of 
hexagonal shape and finished black. 

The ring gages No. 664 are furnished 
in go and not go styles, in any size of 
combination of sizes, from .241 in. to 1.510 
in. The small rings, ranging in size from 


241 in. to .510 in., are of a two-piece con- 
struction with a hardened, ground and 
lapped bushing inserted in a soft gage 
body. The larger rings, sizes .511 in. to 
1.510 in., are of solid stock, hardened, 
ground and lapped. The not go gages are 
easily distinguished from the go gages by 
the groove running around them. 





Dill’s New Instant-On Valve 


Anew Instant-On valve has been an- 
nounced by the Dill Mfg. Co., 684 East 
82nd St., Cleveland, Ohio. This new valve 
is especially designed for truck tubes. It 
is said to obviate the necessity of com- 


7 





plete valve changing or of carrying a large 
stock of tubes equipped with different valve 
stems. This valve stem can be easily and 
quickly attached to the tubes, bridge plate 
and base. 

When the straight stem is used, this valve 





made to order. 


equipment measures 5 in. in length. 
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GENERAL MARKET NEWS 








Hardware Demand 


responsible. 


active on pre-holiday orders. 


Some hardware jobbers have expressed the opinion that the stock 
debacle will have a tendency to stabilize trade, asserting that it 
should encourage building operations and other substantial invest- 
Others anticipate some curtailment of purchases, especially 


ments. 
in articles classified as luxuries 


In the majority of instances prices are notably steady at this time. 
The changes noted are mainly in the nature of adjustments. 
Collections have a normally good average. 


Despite Stock Market Crash 


NEw YorRK, Nov. 6.—Any unfavorable reaction to the recent stock 
market crash has failed, thus far, to evidence itself in the current 
orders being received by the nation’s hardware wholesalers. 
demand for hardware has increased perceptibly during the past 
week in all sections of the country. More pronounced improvement 
is noticeable in the Middle West and South, although increased activ- 
ity has been reported in every section. 
chandise, are in the main, responsible for the stimulation. 

The demand for staple items is being well sustained at good levels. 
Sales of winter goods are lagging to some extent, with mild weather 
Toys, cutlery, juvenile vehicles, electric appliances, 
sporting goods, hunting equipment and gift wares are all especially 








Shows Improvement 


The 


Orders for Christmas mer- 





Kellogg Lowers Prices 
on Radio Receivers 

Kellogg Radio Receivers, Models 523 
and 524, were materially reduced in price 
on Oct. 22. Model 523, formerly listing 
at $250, less tubes, is now $175, less tubes. 
Model 524, formerly listing at $295, less 
tubes, is now $225, less tubes. 

Both receivers incorporate the Kellogg 
chassis with three screen grid tubes, au- 
tomatic volume control and power detec- 
tion. Model 523 uses two 245 power tubes 
in push-pull in the output stage, while 
Model 524 is equipped with two of the 
250 type tubes. 

Twenty-five cycle models were also re- 
duced correspondingly. Model 526, for- 
merly $260, is now $185. Model 528, for- 
merly $305, is now $235. 





Revenue Freight Loadings 
Increase Week Ended Oct. 19 


Loading of revenue freight for the week 
ended Oct. 19 totaled 1,185,510 cars, or an 
increase of 6502 cars above the preceding 
week, the car service division of the 
American Railway Association announced 
Oct. 29. 

Compared with the corresponding week 
last year, the total for the week of Oct. 
19 was an increase of 22,375 cars and an 
increase of 56,455 cars over the corre- 
sponding week in 1927. 





Bank Debits Show Increase 
Over Preceding Week 


Debits to individual accounts, as 
ported to the Federal Reserve Board by 
banks in leading cities for the week ended 
Oct. 23, aggregated $20,330,000,000, or 9 
per cent above the total reported for the 
preceding week, which included but five 
business days in many of the reporting 
cities, and 17 per cent above the total re- 
ported for the corresponding week of last 
year. 

Aggregate debits for 141 centers for 
which figures have been published weekly 
since January, 1919, amounted to $19,335,- 
000,000, as compared with $17,644,000,000 
for the preceding week and $16,559,000,000 
for the week ended Oct. 24 of last year. 


94.1 Per Cent Was Last Week’s 
Price Average, Says Fisher 


Prof. Irving Fisher of Yale University 
announced, Oct 27, that the previous week’s 
wholesale commodity prices, based on Dun’s 
quotations, averaged 94.1 per cent. The Sep- 
tember average was 96 per cent. The pur- 
chasing power of the dollar was 106.4. on 
a 1926 basis of 100c. The September av- 
erage was 104.2c. 

Crump’s index of English prices for the 
week on the revised 1926 level was 90.5. 
The September average was 91.7. 

The Italian index on the revised 1926 


re- | 








| Klein Says Stock Market Is 
Not Major Business Barometer 


Dr. Julius Klein, Assistant Secretary of 
Commerce, in a radio address delivered in 
Washington on Oct. 28, declared that 
while stock prices have gone down ma- 
terially within the past ten days, the stock 
market is not the major barometer of busi- 
ness, and a decline in security prices does 
not greatly affect the buying power of the 
nation. 

Referring to the President’s reassuring 
statement that business is on a sound basis, 
Dr. Klein asserted that despite stock drops 
since that time there was no occasion to 
change a word of President Hoover’s op- 
timistic statement. 

The buying power of the community 
rests not upon stock prices, but “the ac- 
tivity of production, the earnings of cor- 
porations and other business enterprises, 
and the employment of labor,” according 
to Mr. Klein. 

“No one knows the number of persons 
engaged in this speculative activity, but 
even if we accepted the apparently liberal 
estimate of some non-official observers, 
who place the speculative accounts at 
about one million, these would involve less 
than 4 per cent of all the families in the 
entire nation,’ he declared. “The ratio 
would be less than 1 per cent of the total 
population. 

“Don’t think I am belittling the hard- 
ships of even this small fragment of our 
people, but even if all these speculators 
suffered, and there were untold thousands 
who did not, you would still have a vastly 
preponderant majority of the nation un- 
affected by these speculative gyrations.” 

A total of 38,517,430 shares of stocks 
were sold during three days of the recent 
debacle, including the sales made on Oct. 
29. 


Wholesale Commodity Prices 
Continue to Decline 


Continuing the downward trend of com- 
modity prices, a decline of four-tenths of 
1 per cent was registered during the week 
ended Oct. 26 in the index of wholesale 
prices compiled by the National Fertilizer 
Association. 

During the past week six groups showed 
declines, and only four advances. Thirty- 
five items declined and 19 advanced. The 
largest declines occurred in grains, feeds 
and live stock, fats, certain foods and 
mixed fertilizer. The only important ad- 
vances were in the fuel group. Whole- 
sale prices of commodities are now some 
10.4 per cent below the level of Novem- 
ber, 1925. 

Based on 1926-1928 as 100, and on 473 
quotations, the index for the week ended 
Oct. 26 stood at 96; for that ended Oct. 








basis for week ended Oct. 19 was 71.9. 





19, 96.4. 
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TWIN CITIE 


(Minneapolis office of HARDWARE AGE) 


MINNEAPOLIS, MINN., Nov. 5.—For the past week the open sea- 
son for pheasants in South Dakota has been attracting many of the 
sportsmen to that territory. The flights of northern ducks and 
geese have been passing this section of the country and hunters are 
out in force for the last of this kind of shooting for the year. Indi- 
cations of a change in general weather conditions came a week ago, 
with the first general snow, and winter goods have been moving 


better from that time. 


The first snow started the demand for sidewalk cleaning tools, 
and glass and putty have been very much in demand. Weather strip- 
ping and window ventilators are being bought more freely. 

Prices in general are steady, with only a change in the price of 


solder to report this week. 





AXES.—Demand is fairly good, with 
stocks ample. Prices are firm as 
quoted. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 

Single bit, base weight, unhan- 
dled axes, $15 to $16.50; double bit, 
$20.00 to $21.50; single bit, handled, 
$19.25; double bit, handled, $24.25 
doz., net. 


BOLTS.—Deliveries show a steady de- 
mand for this item. Prices have not 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Carriage and machine holts, 60 per 
cent; stove bolts, 75 per cent, and 
lag screws, 60 per cent from stand- 
ard lists. 


BALE TIES.—Sales are steady, with 
fair volume. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Single loop, 9% x 14, $1.51; 9% x 15, 
$1.36; 914 x 14, $1.53 per bundle. 


BRADS.—Call for brads is grading 
down as building is being finished for 
the year. Prices show no changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Wire brads, in 25-lb. box, at 75 per 
cent from lists. 


BUILDING PAPER.—Demand con- 
tinues fair, with stocks ample. Prices 
show no changes. 


JOBBERS’ ae yp gee TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Red_ rosin sized building paper, 
$2.60, and tarred felt, $2.80 cwt., net. 


GALVANIZED WARE.—Demand for 
this line is still good, with stocks well 
filled. Prices are steady as quoted. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Standard galvanized pails, 10-qt., 
$2.70; 12-qt., $2.85; 14-qt., $4.70; stock 
pails, 16-qt., $4.70; 18- at., $5.50; 
standard tubs, No. 1, $7.15; No. 2, 
$8.00; No a $9.35; heavy, No. aM 
$13.20; No 2, $14.40; No. 3, $15.60 
doz., net. 


GLASS AND PUTTY.—Call for these 
items is very good, with stocks being 
kept up in assortments. Prices have 
not changed. 


JOBBERS’ ee Ae ce TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Single and double strength A grade 





glass Minnesota prices, 83 per cent 
from lists; strictly pure putty, in 50- 
lb. steel drums, $5.35 cwt., net. 


NAILS.—Deliveries are grading down 
as construction work diminishes for the 
year. Prices have not changed. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. TWIN CITIES: 
Standard wire nails and cement 


coated wire nails, $3.00 per 100-Ib. 
keg., base. 


PYREX OVENWARE.—Sales are good, 
with stocks well filled. Prices are firm 
as quoted. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

No. 623, casseroles, $1.00; No. 642 
casseroles, $1.17; No. 634 casseroles, 
1.31; No. 212 bread pans, 60c.; No. 
200 pie plates, 67c.; No. 209 pie plates 
60c.; No. 231 utility dishes, 67c.; No. 
24 tea pots, $2.00; No. 26 tea ‘pots, 
$2.33; No. 953 percolator tops, 7c. 
each, net. 


REGISTERS.—Call for registers con- 
tinues good, with stocks ample. Prices 
show no changes. 
JOBRERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Cast iron or wrought steel regis- 
ters, 40-10 per cent from lists. 


SKATES.— Demand for skates has 
started. Many of the larger indoor ice 
rinks are operating. Stocks are ready 
for the call. Prices are firm. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Ice skates, Nestor Johnson North 
Star, aluminum, $6.75; nickel plated, 
$5.75; Union, No. 590 and 590L, $5.25: 
No. 595 and 595L, $5.25; No. 550, $6.00 
pair, net. 

a, 5 Union roller skates, $1.45; 
No. $1.65: No. 4, $1.45; No. 130, 
$1. ‘02 "No. 130L, $2.00. 

Winchester, Boys’, No. W1B, $1.30: 
Girls’, No. W1G, $1.40. 

Chieftain, $1.45 pair, net. 


SNOW SHOVELS.—Demand is start- 
ing, as the first snows have arrived in 
this section. Prices show no changes. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Snow shovels, steel blade, straight 
handle, $4.15; D handle, $4.65: gal- 
vanized steel blade, D. handle, 15% x 
17-in., $10.00; same, 16 x 21-in., $10.65 
doz., net. 


SOLDER.—Demand is fairly good, with 








Snow Stimulates Demand for Winter 


Goods. Hunting Equipment Active 


stocks well filled. Prices are slightly 
lower. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 


Waranted half and _ half. solder, 
29c. .lb., and strictly half and half 
solder, 30c. Ib., in 100-lb. boxes, net. 


—. 


STEEL SHEETS.—Call for this line 
fair. Prices have not been altered. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Galvanized steel sheets, 24-ga. 
(base) $5.00; black steel sheets, 24- 
ga. (base), $4.15; Armco galvanized 
steel sheets, 24-ga. (base), $6.45 cwt., 
net. 


Ss 


STEEL TRAPS.—Sales are showing 
some improvement. Prices have not 
changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Victor steel traps, No. 0, $1.10; No. 
1, $1.38; No. 1%, $2.44; No. 2, as 36; 
“~ ida jump traps, No. 0, $1.59; No. 
, $1.83; No. 114, $2.81 doz., net. 


STOVE BOARDS, PIPE, DAMPERS 
AND ELBOWS.—Demand is very good, 
with stocks ample for the call. Prices 
are firm as quoted. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Crystallized stove boards, 28 x 28 
$16.65; 30 x 30, $19.35; 36 x 36, $27. 00 
doz., net. 

Stove pipe, uniform, blued, 28-ga., 
knocked down, 6-in., $12.00 per 100 
lengths; elbows, t-11., common iron, 
corrugated, $1.35; adjustable, char- 
coal iron, $2.00; dampers, cast iron, 
wood hz undle, 6-in., $1.15; wire handle, 
$1.15 doz., net. 


TIN.—Call for tin is fair, with prices 
unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Furnace coke tin, ICL, 20 x 28, 
$14.30 box, and roofing tin, 20 x 28, 
§ lb. coating, IC, $14.75 box, net. 


WHEELBARROWS. — The season is 
practically done in this line. Prices are 
unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 
Wheelbarrows, barrel type. tray, 
best grade, $41.30: second = grade, 
$34.70 doz., net; tubular, steel tray, 
$7.20: Gopher garden, $3.75; Ameri- 
can garden, $6.25 each, net. 


WINDOW VENTILATORS.—Sales are 
mounting steadily, with stocks ready 
for the call. Prices on De-Flekt-Air 
Ventilators have advanced. New prices 
are quoted. 
JOBBERS’ oy gti TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Window ventilators: Continental, 
No. 837, $2.80; No. 1187, $3.45; No. 
1145, $4.40; No. 1437, $5.00; De-Flekt- 
Air, No. 63, $2.50; No. 87, $3.00; No. 
3°. $4.70: No. 117, $4.35; Diamond E, 
No. 01B, $3.60; No. 01, $4.40; No. 2. 
$4.80; No. 03, $5.60; No. 1B, $4.40; 
No. 1, $5.20; No. 3, $6.40; No. 3L, 
$7.20; No. 4, $7.60: No. 5, $8.40 
doz., net. Wurldbest, No. 2, $1.75; 
No. 3, $2.00: No. 4, $2.50; No. 
5A, $3.00; No. 6A, $4.00; No. 6B, 
$4.50: No. 6C, $5.00 EACH LIST, with 
dealers’ discount of 3314 per cent. 
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CHICAGO: 


(Chicago office of HARDWARE AGE) 


CHICAGO, Nov. 5.—Hardware specialties and staples are moving 
out of the wholesale houses at a lively rate. The coming holidays 
call for ample stocks and effective displays. Hardware merchants 


are preparing to drive for extra business. 
tory time hardware stores everywhere will be busy places. 


From now until inven- 
That is 


clearly reflected by current movement. 
Both buying and credit conditions are healthy. The hardware 


trade is in fine fettle for winter enterprise. 


Toy business continues 


heavy. Many factories serving the market for playthings are oper- 


ating on a full capacity basis. 


Notwithstanding this, it seems in- 


evitable that shortages will develop. Juvenile goods of nearly every 


sort are extremely active. 


Cold-weather sporting goods have seldom shown more life. 


The 


demand for ice skates is freely translated into initial orders; one 
of the best skate seasons on record is expected. Low temperatures 
and gray days are moving hunters’ supplies, particularly ammuni- 
tion and clothing. Basketball equipment is gaining volume. 

Electric appliances give substantial evidence of increased popular- 
ity and promise to develop business exceeding that of last year. 
Radio orders are heavy and, no doubt, will be favorably affected by 
the interest aroused at the recent Chicago Radio Show. Current 
radio movement is well ahead of what it was a year ago. 


Interest in bicycles is on the increase. 
livelier demand for anti-freeze solutions. 


November opens with a 
Colored alarm clocks are 


moving ahead of their volume for this time last year; color, in this 
instance, has indisputably stimulated buying interest. 


ALARM CLOCKS.—Because of the 
demand for colored finishes, volume is 
ahead of this time last year. No price 
changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Big Ben, plain dial, $27.48 per doz.; 
Big Ben, luminous dial, $37.92 per 
doz.; Big Ben, De Luxe Nickel, $31.68 
per doz.; Big Ben, De Luxe Nickel, 
luminous dial, $42.24 per dozen; Big 
Ben De Luxe colored, plain dial, 
$31.68 per doz.; Big Ben, colored, 
luminous dial, $42.24 per doz.; Baby 
Ben, plain dial, $27.48 per doz.; Baby 
Ben, luminous dial, $37.92 per doz.; 
Baby Ben De Luxe, nickel plain dial, 
$31.68 per doz.; Baby Ben De Luxe, 
nickel, luminous dial, $42.24 per doz.; 
Baby Ben De Luxe, colored plain dial, 
$31.68 per doz.; Baby Ben De Luxe, 
colored luminous dial, $42.24 per doz.; 
American, plain dial, $12.60 per doz.; 
American, luminous dial, $18.96 per 
doz.; American Colored Clocks, $12.60 
per doz.; Sleepmeter, plain dial, $16.80 
per doz.; Sleepmeter, luminous dial, 
$25.20 per doz.; Ben Hur plain dial, 
$21.12 per doz.; Ben Hur, luminous 
dial, nickel, $29.52 per doz.; Ben Hur, 
plain dial, colored, $21.12 per doz.; 
Ben Hur, luminous dial, colored, 
$29.52 per doz.; Tiny Tim, nickel or 
colored finish, $18.00 per doz. New 
Model Pocket Ben Watches, $12.60 
per doz.; New Model Pocket Ben 
Watches, luminous dial, $18.96 per 
doz. Lots of 2 dozen or more, all one 
kind or assorted, ~ subject to an 
extra discount of 2 % per cent. In 
lots of 6 dozen or more, all one kind 
or assorted, are subject to an extra 
discount of 5 per cent. Westclox and 
Watches, plain and luminous dials, 
may be assorted to obtain quantity 
discounts. 


AUTOMOBILE ACCESSORIES. 


—Lower temperatures are stimulating 
the call for anti-freeze solutions 


Other accessories are seasonally slug- 
gish. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Spark Plugs.—Splitdorf for Fords, 
50c. each; regular, 58c. each; Cham- 
pion X, 45c. each; Champion Blue 
Box line, 538c. each; A. C., 53c. each; 
lots of 100, 50c.; A. C. Special Ford, 
36c. each. 

Spot Lights.—Appleton, No. 3280, 
$6.50 each. 

Chains.—Nonskid, dozen pair lots, 
35 per cent discount. 

Jacks.—National Standard, N. 21, 
$1.30 each. 

Pumps.—Rose, 1% in., cylinder, 
$1.85 each. , 


Tires and Tubes.—Mansfield tires, 
30 x 3%, Liberty cord, $4.85; Mans- 
field heavy duty oversize, $6.50; Lib- 


erty, 32 x 4, $9.50; Mansfield heavy 
duty, 32 x 4, $11.50; Mansfield double 
service, 29 x 4.50, $13.25; 32 x 6.50, 
$27.60. Tubes, 30 x 3%, Mansfield, 
$1.30 each; 29 x 4.40, Mansfield, $1.50 
each; 30 x 3%, Liberty, $1.05 each; 
20 x 4.40, Liberty, $1.29 each; 32 x 


6.50, $2.70 each. 
Less 10 per cent on casings 
12% per cent on tubes. 
Anti-Freeze Solutions. — Presione, 
$3.80 per gal. in less than full case 
lots; in full case lots, $3.60 per gal. 


AXES.—Selling is helped by the pres- 
ent foretaste of winter conditions. 
Prices are steady as they kave been 
for several seasons. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


First quality axes, single bit, han- 
dled, 3 to 4 Ib., $18.75 to $20.00 per 
dozen; double bit, $23.75 to $25.00 per 
doz. Competition grade, single bit, 
handled, 3 to 4 lb., $15.60 per doz. 


BICYCLES.—Demand continues to 
show some improvement. Prices firm. 
JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. CHICAGO: 
Double Bar Motor-Bike Model, 

$26.26; ladies’ model, $25.90; girls’ 

and boys’ juvenile model, $22.60. 


and 





Current Demand Is Reported Excellent— 
Prices Retain a Steady to Firm Status 


BOLTS AND NUTS.—Jobbers are en- 
joying a normal flow of orders. No 
price changes. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

Carriage bolts cut thread, 60 per 
cent discount; machine bolts, cut 
thread, 60 per cent discount; all 
stove bolts, 75-10 per cent discount; 
lag screws, 60 per cent discount. 
All discounts are quoted from “full 
case”’ lists. 


BUILDERS’ HARDWARE.—Com- 
plaints indicate that an increasing 
share of this business in rural com- 
munities is swinging to the lumber 
trade. Volume is fairly satisfactory. 
No price changes. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 


3% x 3% steel butts, old copper or 
dull brass finish, $2.16 per doz. pair 
in case lots; less than case lots, $2.34 
per doz. pair; 4 x 4 steel butts, old 
copper or dull brass finish, $3.00 per 
doz. pair in case lots; less than case 
lots, $3.12 per doz. pair. Heavy steel, 
bevel, inside sets, $6.00 per doz. sets 
in case lots. Steel, bit-keyed front 
door sets, $1.55 per set. Wrought 
brass, bit-keyed front door sets, $2.60 
per set. Cylinder front door sets, 
$6.00 per ‘set. 


CHAIN.—As winter approaches sales 
are increasing on heavy chain. Prices 
firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

%-in. proof coil chain, $11.00 cwt., 
base; trade-marked coil chains, 40-10 
per cent list. 


COAL HODS.—The best demand seems 
to center on 17 and 18-inch medium 
and heavy-weight numbers. Sales are 
quiet on the cheaper hods. Market 
steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Galvanized, 16 in., open $4 doz.; 
17 in., $4.30 doz.; 18 in., $4.70 doz. 
Japanned, open, in., $2.95 doz. 


18 in., $3.65 doz. 
17 in., $5.35 doz. 
Japanned, funnel, 


17 in., $3.25 doz.; 
Galvanized, funnel, 
18 in., $5.80 doz.; 
17 in., $4.10 doz. 


COPPER RIVETS AND BURRS.—Fall 
demand is good. Prices are again con- 
sidered stationary. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Copper rivets and burrs, 30 and 5 
per cent discount. 


ELECTRICAL GOODS AND RADIO 
EQUIPMENT.—Movement of appli- 
ances is very good and promises to 
exceed that of a year ago. Radio 
volume is heavy and well ahead of the 
fall business of 1928. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Electrical Merchandise. — No. 14 
rubber covered wire, $6.50 per 1000 
ft.; in less than 1000 ft. lots, $6.75; 
No. 18 lamp cords, $11.25 per 1000 ft.; 
In 1000 ft. lots, $10.50; %-in. brush 
brass key socket, 13c. each; lots of 
25, 12%c. each; two-way (Hemco) 
plugs, 30c. each; in lots of 10, 20c. 
each; two-piece attachment plugs, 5c. 
each; dry cells, boxes of 55, 32M%c. 
each; less than case lots, 36c. each. 
Electrical Appliances. —Irons, 
Point, $4.20: in lots of six, 
Sunbeam, $5; in lots of six, 3 
Percolator, Universal 9169, $16.65. 
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Radio eg ory: —Radio B batteries, 
D 779 E, $1.40 each; case lots of 5, 
$1.30; No. 770, $3 each; packages of 
5, $2.80; No. 771, 2 06 each; packages 
of 5, $1. 92; No. 486, $3.20 each; pack- 
ages of 5, 3297, No. 485, Layerbilt 
battery, less than standard packages, 
$2.22 each; in = standard pack- 
ages, $2.06 each 

Radio Tubes. —UX- 201A, 75c.; UX- 
199, $1.20; X-227, $1.50; UG-171A, 
$1. 35; Gx-200, $6. 60 each; UX-245, 
$2.10 each; ox 224, $2.40 each. 


FOOTBALL AND ; BASKETBALL | [CE SKATES.—Real volume is begin- 
SUPPLIES.—Demand is somewhat} ning to register in this line which, ad- 


livelier. No price changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO 
Goldsmith official seamless water- 
proof footballs, $9.35 each; Confer- 
ence footballs, $8.00 each; Scholastic 
footballs, $5.35 each; Amateur foot- 
balls, $1. 70 each; boys’ footballs, 
genuine cowhide, $7. 75 per doz.; Spe- 
cial basketballs, $14.95 per doz.; 
Goldsmith official basketballs, lace- 
less with rubber valve, $14.00 each. 


FURNACE SCOOPS Volume in this! warts, WIRE AND STAPLES.—Mills 
line continues to climb. Orders are 


heavy. Prices firm. 
JOBBERS’ agit TO RE- 
TAILERS, F.O.B. CHICAGO: 
D-handle, competitive grade, $5.50 
per doz.; good grade, hollow-back, 
$9.00 to $10.00 per doz. 


GLASS AND PUTTY.—An unchanged 
market is reported this week. It has 


been rather infirm lately. Volume 
sagging a bit. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Single strength A, all brackets, 85 
per cent discount; single strength B, 
all brackets, 87 per cent discount; 
double strength A, all brackets, 85 
per cent discount; double strength B, 
all brackets, 87 per cent discount; 
putty, pure grade, $3.90 per 100 Ibs.; 
commercial, $3.15 per 100 Ibs. 


GOLF GOODS.—This line’ is showing Linseed Oil, Raw.—B snl lots, 
little effect of the approaching holi- 
days; something of a pick-up is ex- 


pected, however. No price changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


Hillerich & Bradley Matched Wood 
Clubs, No. 3A, $30.00 set; Grand Slam 
Irons, chromium heads, $4.00 each; 
Lo-Skore Wood Clubs, rustless shafts 
$3.65 each; Lo-Skore Irons, hickory 
shafts, $2.35 each; Competition Clubs, 
nickel plated heads, aluminum cap 
grip, $1.25 each; Community Clubs, 
Woods and Irons, 80c. each; Craw- 
ford-McGregor Uni-Sets, McGregor 
Duralite Matched Irons (6 in set), 
$36.00 set; Silver King Golf Balls, 
$7.50 doz.; Royal Golf Balls, $6.50 doz. 


GRAIN SCOOPS.—A good volume of 
business continues to register in this 


line. Prices firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
No. 8, $14 per doz.; No. 10, $15 
per doz.; No. 12, $16 per doz.; No. 
14, $17 per doz. 


HAMMERS AND HATCHETS.—Gen- 
eral fall demand is ahead of last sea- 
son, helped by the growing demand for list; galvanized after, 56% per cent 
specially finished and holiday packed off. 

hammers and scout axes. No price 


changes. 


JOBBERS’ QUOTATIONS “a RE- 
TAILERS, F.O.B. CHICAGO 


Hammers.—First quality, "10 oz. 
nail hammers, $12 doz.; 16 oz. ma- 
chinists’ hammers, first quality, $9.20 
doz.; competitive grade, oz. nail 
hammers, $6 to $8 doz. 

Hatchets.—First quality hatchets, 
No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 
doz.; medium quality hatchet, No. 2 
shingling, $8 doz.; gr or 
hatchets, No. 2 broad, $12.5 





HUNTERS’ SUPPLIES.—Sharper 
weather conditions have stimulated 
current demand. Prices steady. 


JOBBERS’ a ate ys - TO RE- 
TAILERS, F.0O.B. CHICAGO: 

Drybak waterproof pis $58.65 
per doz.; Drybak waterproof pants, 
$40.00 per doz.; Red Head brand 
coats, $61.35 per doz.; hip rubber 
boots, $5.00 per pair; mackintosh 
wading pants, $16.00 per pair. 


vance reports indicate, will be increas- 
ingly popular during the winter. 
Prices unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Union Hardware skates, No. 1624, 
75c. per pair; No. 524%, $1.15 per 
pair; No. 624, $1.00 per pair. Chil- 
dren’s extension bob skates, 35c. per 
pair; Nestor Johnson Flyer skates, 
$5.25 per pair. 


report current prices distressingly low 
and sentiment seems to be growing for 
a somewhat higher market. Sales con- 
tinue about normal. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
L.c.l, quantities, common wire and 


cement coated nails, $2.95 base; car- 
loads, on application; steel cut nails, 


is $ ase. 

No. 9 black annealed wire, $3.30 
per cwt.; No. 9 galvanized, plain 
wire, $3.75 per cwt.; catchweight 
spools, galvanized cattle or hog wire, 
$3.85 per cwt.; polished fence staples, 
$3.65 per cwt. 


PAINTS AND _ OILS.—Business is 
quiet. Linseed has dropped two cents 
a gallon; turpentine, one cent. 


JOBBERS’ gga A di RE- 
TAILERS, F.O.B. CHICAG 


ag per gal.; 5 barrel lots, $1.31 per 
gal. 

Linseed Oil, Boiled.—Barrel lots, 
$1.37 per.gal.; 5 barrel lots, $1.34 per 


gal. 
Denatured Alcohol. — Barrel lots, 
638c. per gal.; steel drums, extra, $10; 
returnable. 
Turpentine.—Drum lots, 69c. per 
gal., net 


White Lead.—100 lb. kegs, $13.75 
per cwt.; 50 lb. kegs, $14 per cwt.; 
25 Ib. kegs, $14 per cwt.; 12% Ib.> 
kegs, $14.25 per cwt. 

Shellac (4 Ib. cuts).—White, $2.48 
per gal. in barrel lots; orange, $2.08 
per gal. in barrel lots: second grade 
wnite. $2.17; second grade orange, 


English Venetian Red.—In barrels, 
5%4c. per Ilb.; in 100-lb. lots, 634c. per 


pe’ Paste.—Barrel lots, 7%4c. per 


POULTRY NETTING.—Future buying 
is rather light, though current demand 
is good. Prices are steady except for 
the usual concessions on pool car ship- 
ments. 


JOBBERS’ b aobbehde pen Ie TO RE- 
TAILERS, F.O.B. CH 


Galvanized before, pce per ‘emu off 


PREPARED ROOFING.—Lower tem- 
peratures are affecting sales adversely. 
Prices firm. 


JOBBERS’ QUOTATIONS TO .RE- 
TAILERS, F.0O.B. CHICAGO: 


Best grade, selected surfaced, pre- 
pared roofing, $2.16 per square; me- 
a grade, slate surfaced, $1.99 
per square; best grade, talc surfaced, 
$2.10 per square; medium grade tale 
surfaced, 1.43 per square; light 
grade tale surfaced, $1.00 per square; 








red rosin sheathing, $50 per ton. 


PYREX WARE.—Shipments are in- 
creasing, but rather slowly. The ap- 
proach of the holidays is favorable. 
No price changes. 


JOBBERS’ ay Nght etn gir A TO RE- 
TAILERS, F.O.B. CHICA 

Round casseroles, 1 or sl per 
doz.; 1% qt., $14 per doz.; 2 qt., $16 


per doz.; Oval casseroles, same 
prices as round; 8-in. pie plates, $6 
per doz.; 9-in. pie plates, $7.20 per 
doz.; small utility dishes, $8 per 


doz.; large utility dishes, $14 per 


ROLLER SKATES.—Futures show in- 
creased interest in anticipated spring 
trade on this line. Market steady. - 


JOBBERS’ iy gt stot fl TO RE- 
TAILERS, F.O.B. CH 


Union line, No. 3, nae per pair, 
Nos. 4 and 5, $1.35 per pair; No. 6, 
$1.45 per pair. 

Chicago line, No. 101, $1.30 per 
pair; Nos. 103 and 105, $1.40 per pair; 
No. 181, $2.65 per pair; Nos. 183 and 
185, $2.75 per pair. 

Winchester line, No. 3831 (boys’), 
$1.35 per pair; No. 3832 (girls’), $1.45 
per pair. 


ROPE.—Prices continue steady except 
for some lower offers on cheaper (for- 
eign) rope. Volume is about normal. 


JOBBERS’ aap ie po i RE- 
TAILERS, F.O.B. CHICA 

Best manila, standard ese base, 
22c. per lb.; No. 2 manila, 20c. per 
lb.; finest sisal, 15c. per Ib.; No. 2 
sisal, 14%c. per Ib. 


SASH CORD.—Volume is slowly de- 
scending into the usual seasonal valley. 
Prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 


Standard grade, No. 7, $7.94 per 
doz.; No. 8, $9 per doz.; competitive 
grades, No. 7, $7.45 per doz.; No. 8, 


$8.55 per doz. 


SCREWS.—Orders continue to flow in 
steadily. Prices unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Flat bright screws, 45 per cent; 
round head, blued, 40 per cent; flat 
head, brass, 37% per cent; round 
head, brass, 32% per cent. Larger 
orders 10 per cent less. 


STEEL SHEETS, FLAT OR COR. 
RUGATED.—Prices at this market, 
except for carload inquiries, continue 
unchanged. Mills are now delivering 
with little or no delay. 


JOBBERS’ ae cienae TO RE- 
TAILERS, F.O.B. CHICA 

24-gage, galvanized enue $4.90 
per 100 Ilb.;: 24-gage black sheets, 
$4.05 per 100 ‘Ib. 


TOYS.—Business is very heavy, under 
the stimulus of the approaching holi- 
days. Numerous factories are still be- 
hind orders. Shortages are freely pre- 
dicted. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Electric trains, from $4.15 to $30.00 
per set; Structor trucks, $8.00 per 
doz.; Erector sets, No. 1, 67c. each; 
No. 2, $3.33 each; Spirit of Saint 
Louis construction sets, $8.00 per 
doz.; Lincoln Logs, 65c. per set; 
double sets, $1.35 each. 


WIRE CLOTH.—Orders are coming in 
much better for spring shipment. 
Prices are competitive with cutting 
rather frequent on some brands sold 
outside this market. 


JOBBERS’ eae TO RE- 
TAILERS, F.O.B. CHICA 

Black, 12-mesh, $1.80; aiid 
14-mesh, $2.40; pI see TD 16-mesh, 
$2.75. Quantity orders command a 
suitable discount from these figures. 
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Y O R K Views on Stock Market Reaction Divided 
N -\W “ Some Price Changes Appear Likely 


NEw YorK, Nov. 6.—The metropolitan hardware market situa- 
tion is little changed from a week ago. Wholesalers are rather dis- 
appointed over both the quantity and size of the orders being re- 
ceived for holiday goods. Sales total for October were generally 
slightly below those of last year. Winter lines are sluggish. The 
moderate weather which has prevailed is declared responsible for 
the slow movement. Staple goods continue to move in a normal 
volume. 

Opinion is divided among local jobbers as to the probable reaction 
of the “break” in the stock market upon the local demand. Some 
say it will have a stabilizing influence, resulting in improved con- 
ditions, particularly in building operations. Others contend that it 
will tend to retard trade, especially merchandise of the luxury class. 

Copper and brass wire, on spools, is considerable lower in price. 
Paint brush prices have been revised, with popular priced types 
showing the most change. A decline on sash cord is declared immi- 
nent. An additional discount of 20 per cent off the regular list is 
being offered on some types of Universal aluminum, gas-type, perco- 
lators as a special inducement. Lower prices on cylinder night 
latches are momentarily expected, as it is said that prominent man- 
ufacturers of this line are preparing to meet a competitive situation. 

Collections have a fairly satisfactory status. 


ASH SIFTERS.—Demand is only mod- ise hine bolts, all sizes, 60 per cent 
: : t. 
erate. Cooler weather will stimulate . om bolts, 50 per cent off list. 
activity. Prices are unchanged and 
stocks complete. BRIDGE FURNITURE.—An active de- 
JOBBERS’ QUOTATIONS TO RE.- mand is reported for this line. Un- 
TAILERS, F.0.B. NEW YORK changed prices prevail and stocks are 
~ “ad galvanized ash sifters, $2.00 complete. 
eacn, 
In lots of 12 or more, $22.50 per JOBBERS’ QUOTATIONS TO RE- 
dozen. TAILERS, F.0O.B. NEW YORK 


Bridge tables, Trump, mahogany, 
green and red, $1.40 each.* Queen 


BATHROOM FIXTURES.—Demand 1S De Luxe, red and green, $2.80 each. 
excellent for this line. Stocks are of Queen Supreme, mahogany, green 
" : d ° tead and red, $4.00 each. 
ample size and prices are steady. Bridge chairs, packed in cartons of 
JOBBERS’ QUOTATIONS To RE- four and sold only in that quantity, 
TAILERS, F.0O.B. NEW YOR No. 10, mahogany, green and red, 


$1.75 per chair; No. 30, red and 


“Everciean” China saimmia.siie. ~ ‘ ; “si 2 
101. Toothbrush and Paste Holder, acco $2.65 per et FP. 3, ma 
list, each, white, 45c., colors, 75c.: — oo 
No. 10, Soap Holder, list, each, . , 
white, 45c., colors, 75c. No 104, 

Tollet Paper Holder, lst, each, white, BUTTS.—Demand is normal. Stocks 
’ 5 , . . 

Rack, opal glass bar, 5@ in. x 24 in., are adequate and prices remain steady. 

list, each, white, $1; colors, $1.25. JOBBERS’ QUOTATIONS TO RE- 

Dealers’ yey 33% per cent off TAILERS, F.0.B. NEW YORK 

list prices quoted above. 

“Jewel” China Fixtures.—No. 301, Steel butts, 3 by 3 and 3 by 3%, 
Toothbrush and Paste Holder, list, 18 cents per pair for less than case 
each, white, $1; colors, $1.25; No. lots; in case lots, 16 cents per pair; 
303, Soap Holder, list, each, white, 4 x 4, 24% cents per pair in less 


No. 404, Toilet Paper than case lots, and 23 cents per pair 


$1; colors, $1.26; in case lots. 


Holder, list, each, white, $1; colors, 
$1.25; No. 306, Towel Rack, Sq. wood, 


pyrolin covered Par ogt dion, ts: | CHRISTMAS TREE LIGHTS. — Early 


No. 159, Strop Hooks, list, each, calls for this line have resulted in a 
white, c.; colors, 165c.; 0. : : : : $1. 
outs Gent. ona wat Mocks, fst, fairly active demand. Prices are with 
each, white, 10c.; colors, 15c.; ‘‘Screw out change and stocks are complete. 
On’”’ Towel Racks, any standard color, 

round wood bar, % in. x 18 in., list, JOBBERS’ QUOTATIONS hy RE- 
per gross, $72.00. Dealers’ discount, TAILERS, F.0O.B. NEW YOR 

-- ih cent off list prices quoted Propp sets, No. 842, 85c.; No. 830, 

5 : $1.16; No. 83, $1.4 No. 73, $2.15; No. 


72, $2.43; No. 3020, $1.73; No. 3000, 


= : $1.48; No. 306, 87c.; No. 305, 87c., and 
BOLTS AND NUTS.—Sales continue No. 310, $1.38. Prices are each and 


to maintain normal levels. No recent net. 

i isi jo Noma outfits, No. 3500, $3.94; No. 
price revisions have been made. Ade 116 $1 64 and No. 1600. $8.00. Brices 
quate stocks are on hand. are each and net. 

Christmas tree lamps No. 177 
JOBBERS’ QUOTATIONS TO RE- Mazda assortment (100 n set), $6.90: 
TAILERS, F.0.B. NEW YORK: No. 78, Mazda lamps, 10 in a box, in 


following colors, red, blue, green, 
orange, opal, pink, yellow and purple, 


Carriage bolts and lag screws, all 
10 to 100, $7.10 per 100; 100 or more, 


sizes, 60 per cent off 1 
Stove bolts, 75 and 10 per cent off 





list $6.90 per 100. 





CLOCKS.— Current demand is excel- 
lent. Colored alarms are especially ac- 
tive. Prices are steady and stocks are 
well filled. 


JOBBERS’ QUOTATIONS a RE- 
TAILERS, F.O.B. NEW YO 

Alarm clocks: pai gg ‘$1.05; 
America, luminous, $1.58; Sleep- 
Meter, $1.40; Sleep- -Meter, luminous, 


nous, $2.46; Big Ben, $2.29; Big Ben, 
luminous, $3.16; Big Ben De Luxe, 
$2.64; Big Ben De Luxe, luminous, 
$3.52; Baby Ben, $2.29; Baby Ben, 
luminous, $3.16; Baby Ben De Luxe 
(any finish), $2.64; Baby Ben De 
Luxe, luminous, $3.52; Tiny Tim (any 
ey $1.50. Prices are each and 
et. 


Auto clocks, plein Beem $1.50 each; 
luminous dial, $2. 

Watches, Bosker on Si: 05 each; 
Pocket Ben, luminous, $1.58 each. 

Extras on alarm clocks in lots of 
two dozen, 2% per cent; on lots of 
six dozen or more, 5 per cent. 


FIREPLACE FURNITURE.—Sales in 
this line are running a little ahead of 
last year. Steady prices prevail and 
ample stocks are available. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Andirons, black finish, $2.50 to $6 
per pair; -black-brass balls, $7.50 to 
PR per pair; Flemish, $5.50 to 
11.55 per pair; Swedish, $5.75 to $7 
per pair; Burnt antique, brass, $6.25 
to $12 per pair. 

Fire sets, black finish, $4.85 to $5 
per set; black-brass balls, $6.75; 
Flemish, $7.65 to $9 per set; Burnt 
antique, brass, $7.65 to $9 per set; 
Swedish, $7.75 per set. 

Grate ‘baskets, black finish, $5.75 to 
$6 each; Flemish, $8.65 to $10 each. 

Spark guard, black finish, $4.15 
each. 

Fire screens, black finish, $5.65 
each; Swedish, $8.65 each, and Burnt 
antique, brass, $8.65 each. 


GARAGE SETS.—The approach of 
winter has resulted in an improved de- 
mand. Prices are steady and un- 
changed. Stocks are well filled. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Garage sets, $2.40 per set; for six 
or more, $2.10 per set. Garage door 
holders, $1.75 per pair; for six or 
more, $1.60 per set. 


ICE SKATES.—The early demand has 
been light. Prices are steady and stocks 
are of ample size. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 
Union ice skates, hockey outfits, 
men’s No. 90, $5.25; No. 290, $6.00; 
og No. 90L, $5.25, and No. 290L, 
0 


00. 

Racing outfits, men’s, No. 95, $5.25, 
and No. 925, $6.00; ladies’, No. 95L, 
$5.25, and No. 295L, $6.00. 

Club outfits, men’s, No. 212, $3.75, 
and ladies’, No. 213, $3.75. 

ee hockey outfits, men’s, 
No. 390, $6.6 

These sie are net per pair. 
Men’s shoe sizes in all cases are from 
4 to 11, and ladies’ shoe sizes in all 
cases are 3 to 9 


JUVENILE VEHICLES.—An excellent 
demand shows that dealers are prepar- 
ing for a brisk Christmas trade in this 
line. Stocks are adequate and prices are 
steady. 


JOBBERS’ QUOTATIONS a RE- 
TAILERS, F.0O.B. NEW YOR 

Child’s garden sets with oe in. 
handles. Net. No. 1, 10c. each; No. 6, 
17c. each, and No. 9, 30c. each. 
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Arcade toy lawn mower, No. 564, 
55c. each, in lots of 12 or more, 50c. 
each; No. 565, 85c. each; in lots of 
12 or more, 75c. each. 

Bissel’s top carpet sweepers, Lit- 
tle Helper, 16%4c. each; Little Gem, 
31%4c. each; Little Jewel, 8344c. each; 
and Bissel ‘Junior, ) B 3314. each. 

Velocipedes, No. 840, $5.95; No. 841, 
$6.55; No. 842, $6.90, and No. 843, 
$8.15 each; No. 850, $7.50; No. 851, 
$7.80; No. 852, $8.15; No. 853, $9.70. 

Sidewalk cycles, No. 900, $9.40; No. 
910, $10.65 each; No. 922, $17.50, and 
No. 932, $17.50 each. 

Coaster wagons, No. 750, $1.80 
each; No. 751, $2.25, and No. 761, 
. Dull carriages, No. 200, 
$1.60; No. 216, $3.35; No. 222, $3.90, 
and No. 232, $6. 50. Prices are each 
and net. 

Doll coaches, No. 262, $3.65; No. 
266, $6.25, and No. 270, $10.95. Prices 
are each and net. 


LAMP CORD.—Sales are of normal 
proportions. Steady prices prevail and 


stocks are well filled. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


Lamp cord, prices are per 1000 ft.; 
18 ga. 1/32 silk covered lamp cord, 
brushed brass, white, maroon, old 
gold, green and brown, 500 ft. on a 
spool, $12.40; 18 ga. 1/64 silk covered 
lamp cord, maroon, old gold, 500 
brass, white, green and brown, 500 
ft. on a spool, $9.50; silk covered 
twisted lamp cord, white only, 250 ft. 
on a spool, $13; 18 in. 1/64 cotton 
covered lamp cord, maroon, white 
and dark brown, 500 ft. on a _ spool, 
$8.30; 18 ga. 1/32 cotton covered lamp 
cord, green, white, maroon, oak tan 
and dark brown, 500 ft. on a spool, 
$10.75; 18 ga. 1/64 cotton single con- 
ductor wire, white, brown, oak tan, 
white with marker, brown with 
marker, and oak tan with marker, 
500 ft. on a spool, $4.25; 18 ga. 1/32 
cotton twisted lamp cord; green and 
yellow, 250 ft. on a spool, $12.50; 18 
ga. black cotton, reinforced cord, 250 
ft. on a spool, $16.50; 18 ga. cotton 
covered heater cord, 250 ft. on a 
spool, $18.50. 


NAILS.—Sales volume is about normal. 
Some price concessions are being 
granted, according to reports. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


Wire nails, Standard New York 
Stock extras apply to the following 
base prices in the localities indicated. 
Base price for New York City, 
Brooklyn, Queens, New Jersey and 
Staten Island is $3.45 per keg, in lots 
of 10 kegs or more, $3.35, in West- 
chester County, $3.55 per keg, and in 
lots of 10 kegs or more, $3.45 per 
keg. In Nassau and Suffolk Coun- 
ties, $3.60 per keg, and for lots of 10 
kegs or more, $3.50 per keg. 


NIGHT LATCHES.—According to re- 
ports, prominent manufacturers of cyl- 
inder night latches will lower prices 
substantially in the near future. A com- 
petitive situation is said to be the mo- 
tive. 


RADIATOR SHIELDS. — Considerable 
activity is reported in this line. Ample 
stocks are on hand and prices are 
steady. . 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 


Gem Adjustable Radiator Shields 
with Water Pan Humidifier 
Gold Bar Walnut 

Aluminum Mahogany Ivory 


Each Each Each 
No. 1W_....$3.50 $4.20 $3.85 
No. 1AW .. 3.85 4.55 4.20 
No. 2W .... 3.85 4.55 4.20 
No. 3W .... 4.20 4.90 4.55 
No. 4W 4.20 5.25 4.90 
No. 5W 4.55 5.60 5.25 
No. 6W . 4.90 6.30 5.60 
No. 6BW 4.90 6.30 5.60 
No. 7W . 5.25 6.65 5.95 
No. 8W . 5.60 7.00 6.30 








ROLLER SKATES.—Demand is only 
fair. Prices are without recent change 


and stocks are of ample size. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Roller skates, Union line, extension 
web heel and toe straps, plain steel 
rolls, 72c. per pair; "same with toe 
clamps and web heel, 78c. per pair; 
same for boys with self-contained 
ball bearing wheels, $1.42 per pair; 
for girls, $1.62 per pair. 

Roller skates accessories: Keys, 
21%4c. each; skate wheels, with self- 
contained ball bearings, 19c. each; 
ball bearings, 15c. per 100; axles, 3c. 
each; cotter pins, 15c. per 100; axle 
nuts, $1 per 100; axle nut washers, 
60c. per 100; adjustment binding bolt, 
65c. per 100, and toe clamps, 12c. per 
pair. 

Chieftain line, No. 400, for either 
boys or girls, self-contained ball 
bearings, $1.45 per pair; Redskin line, 
for boys or girls, 85c. per pair. 

Chicago line, No. 181, $2.65; No. 
183, $2.75; No. 185, $2.75; No. 101, 
$1.33; and Nos. 103 and 105, $1.38 per 
pair. 


ROOFING. — Sales continue to main- 
tain a good level. Prices are firm and 


stocks of ample size. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


Roofing Certain-Teed, 1 ply, $1.21; 
2 ply, $1.57, and 3 ply, $1.84 per roll. 

Major Slate Surfaced Roofing, Red, 
$1.93; Blue-black, $1.93, and Green, 
$1.93 per roll. 

Corporal Tale Surfaced Roofing, 
1 ply, 94 cents; 2 ply, $1.17, and 
ply, $1.39 per roll. 

Guard roofing, 1 ply, $1.03; 2 ply, 
$1.35, and 3 ply, $1.66 per roll. 

Certain-Teed, Slate Surface Roof- 
ing, Red, $2.11; Blue-black, $2.11, and 
Green, $2.11 per roll. 

Slater’s felt, 87 cents per roll. 


SASH CORD.—The usual activity is 
reported. Lower prices are said to be 
likely. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Sash cord, Samson Spot, No. 7, 
66c.; No. 8, 65c.; Aetna, No. 7, 31c. 
per lb.; No. 8, 30c. per lb. Phoenix, 
No. 7, 45c. per Ib.; No. 8, 44c. per lb. 


SCREWS.—Sales are in normally good 
volume. Prices are unchanged from 
last week. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 
Wood screws, flat head, bright 
iron, 45 and 10; round head, blue, 40 
and 10; round head, iron, nickel 
plated, 25 and 10; flat head, galvan- 
ized, 17% and 10; flat head, brass, 
37144 and 10; round head, brass, 32% 
and 10 These discounts apply to 
new standard screw lists. Full pack- 
age lots take an extra 5 per cent. 
Machine screws, flat and round 
head, brass, 60 per cent discount. 
Iron, 60-71% per cent discounts. 


SLEDS.—Business is quiet in this line. 
Stocks are practically unbroken and 
prices are steady. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. NEW YORK: 

Flexible Flyers, No. 1, $2.50; No. 
2, $3.16%; No. 3, $4.00; No. 4, $4.33%; 
No. 5, $5.83%; Jr. Racer, $3.50, and 
Racer, $4.33%. 

Fire Fly, No. $1.14; No. 
$1.36%; No. 11, $1. tis No. "ie $1. 93%" 
and Racer, $1.98 

Allen sled backs, No. 1, $1.00 each. 

Perfection adjustable sled back, 
No. 10, $1.06 each. 


STOVE GOODS.—This line is very ac- 
tive. Prices are unchanged and stocks 
are ample. 


JOBBERS’ gy bbe en Rd RE- 
TAILERS, F.O.B. EW YOR 

ALL PRICES ARE EACH “AND 
NET. 

Stove pipe, black iron, 28 fee 12 
ge in a bundle, 4 in 4 
in., 18%c.; 5 in., 15¢.; 5% ye 16a. Fr 
and 6 in., 19¢. 


Stove pipe elbows, black iron, 28 
gage, 12 in a bundle, 4 in., 15c.; 
in., 15%4c.; 5 in., 16c.; 5% in., 17c¢.; 
and 6 in., 18c. 

Pipe dampers, cast iron, w ood han- 
dle, 4 in., 9%c.; 4% in., 10c.; 5 in., 
10c.; 5% ‘in., lle. ; 6 in., ‘11%c.; . 2 ik, 
16%c., ‘and 8 in., 26%. 

Flue stops, ‘tin rim, lacquered, 
diameter, 8 3/16 in., 12 in a box, 64c. 

Stove pipe rings, tin, lacquered, 
12 in a package, 4 as 3iec.; 4% in., 
3%c.; 5 in., 344¢.; 5% in., 4 1/6c.; 
6'in., 4 7/12c. and 7 in., 5c. 

Stove pipe wire, plain iron wire, 
50 ft. in a box, 12 boxes in carton, 
19 gage wire, 40c. per carton, and 18 
gage wire, 45c. per carton. 

Stove lifter, nickel plates, cold 
spiral loop handle, 12 in a box, 6c. 
each net. Stove poke rs, nickel plated, 
cold spiral handle, 12 in a box, 4 x 
18 in., 6%%4c. each; 3% x 24 in., 15c. 
each. Never Break poker, 19c. each. 

Furnace pokers, wrought iron, 3 ft., 
66c.; 4 ft., 84c.; 5 ft., $1.00, and 6 ft., 
$1.16. 

Flue scrapers, black iron, 30 in. 
long, 12 in a bundle, 4c. each. 

Fire shovels, japanned, round han- 
dle, 3 in a bundle, 8 in. handle, 5%c.; 
12 in. handle, 6c.; 15 in. handle, 9c. 
Galvanized, one piece steels, round 
handle, 3 in a bundle, 12 in. handle, 
7c.; 14% in. handle, llc.; extra heavy, 
japanned, scoop, 6 x 9 in., round 
handle, capped end, 25% in. overall, 
3 ina bundie, 114%4c.; Never Break, 
6 in a bundle, 38c. 

Stove boards, 30 x 36 in., $1.43; 30 
x 42 in., $1.77; 18 x 18 in., 60c.; 24 x 
24 in., 73, 5 26 x 26 in., 80c.; 28 x 28 
oe 90c.; 30 x 30 in., $1.05; 32 x 32 

» $1.2 25, and 35 x 35 in., $1.55. 


~ 
& 


considered adequate. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 
Victor game traps, No. 0, $1.20; 
No. 1, $1.50; No. 1%, $2.70, and No. 
2, $3.70. Prices are net per dozen. 
Victor jump traps, No. 0, ge No. 
1, $2.00; No. 1%, $3.05, and No. 2, 
$4.80. Prices are net per dozen. 


have advanced. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Continental ventilators, Deflektair 
(metal center), No. 63, $2.60; No. 
87, $3.20; No. 88, $4.00, and No. 117, 
$4.70. These prices are net per 
dozen. 

Continental wood frame _ ventila- 
tors, No. 836, $2.15; No. 923, $2.15; 
No. 937, $2.35; No. 949, $4.00; No. 959, 
$4.65; No. 1537, $3.65, and No. 1549. 
$5.35. These ” prices are net per 
dozen. 

Continental metal frame, cloth 
ventilators, No. 833, $2.65; No. 837, 
$3.00; No. 845, $4.00; No. 1137, $3.65; 
No. 1145, $4.65; No. 1437, $5.35; and 
No. 1445, $6.00. These prices are net 
per dozen. . 

Diamond E ventilators, No. 01, 
$4.36; No. 02, $4.80; No. 03, $5.58: No. 
1, $5.20; No. 2, $5.60; No. 3, $6.39; 
No. 4, $7.! 59; No. 5, $8.40. Prices are 
net per dozen. 

Diamond: FE ventilators, bathroom 
size, No. 01B, $3.60; No. 1B, $4.41. 
Prices are net per dozen. 

Liberty all steel louver ventilators, 
No. 33L, $4.50, and No. 37L, $5.00. 
Prices are net per dozen. 

Wurldsbest window. Ae me ee ono: 
2, $1, 75; Na. 3, $2.0 No. 4, 50; 
No. 5A, $3.00; No. GA, $4.00; No. 2B 
$4.50, and No. 6C, $5.00. These prices 
are list each and subject to a deal- 
er’s discount of 33% per cent. 


WEATHERSTRIP.—This line is mov- 
ing in increased activity. Stocks are 


well filled and steady prices prevail. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Weatherstrip, Home Comfort, ma- 
roon or white, $30 per thousand feet: 
competitive grade, maroon, $16.50 per 
thousand feet, and white, $18 per 
thousand feet. 

Felt weatherstrip, 60 cents per 
carton, Wool Weatherstrip, No. 25, 
80 cents per carton, and No. 175, 








$2.00 per carton. 


TRAPS, GAME.—The demand is im- 
proving as the season advances. Prices 
are without recent change. Stocks are 


VENTILATORS.—An excellent demand 
continues for this line. Stocks are com- 
plete. Prices on Deflektair ventilators 
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BOSTON: 


(Boston office of HARDWARE AGE) 


BosTon, Nov. 5.—The shelf hardware business position is just 


about as it was a week ago. 


Jobbers report retail buying as holding 


up well, but still lacking the punch one naturally expects at this time 
of the year in view of the impending public holiday buying move- 


ment. 


Weather conditions, it is believed, account for the lukewarm 


demand for such things as sleds, ice skates, snow shovels, sidewalk 


cleaners, etc. 
day good in general. 


Toys are selling well, however, in contrast with holi- 
Demand for builders’ hardware is especially 


good, and seasonable buying of heater accessories is of normal vol- 


ume. 


Sales of staple lines of hardware, such as files, nails, pad- 


locks and the like are quite satisfactory. 
The big news of the past week, however, was the announcement 
of new discount rates and the opening of books for spring datings 


on all tires and tubes purchased between now and next April. 


A 


recovery of 5c. per cwt. in prices for wire nails, staples and kindred 


lines also was noteworthy. 


In contrast with the drastic action of 


the stock market of late, hardware jobbers announce a further im- 


provement in the credit situation. 


There are still some backward 


accounts to be sure, but they number much less than was the case 


two months ago. 


ANDIRONS.—Those retailers who 
more or less specialize in andirons re- 
port business as very much better the 
past month with indications of a still 
better demand during November. 


JOBBERS’ Oe Nr, TO RE- 
TAILERS, F.0O.B. BOSTON 


Andirons.—Cast iron, black, $1.25, 
$1.50, $1.80, $2, $2,50, $3 and up to $10 
per pair, net; cast iron with cast 
brass knobs, $4.20, $5, $6 and up to 

$10; cast iron with wrought iron rods, 
3 40, $2.60, $3 and up to $6. 

Fire Sets.—Cast iron with cast 
brass tops, $4, $4.40 and $5 per set, 
net; hammered cast iron and plate 
andirons, $3.20, $3.80, $4, $4.40 and up 
to $12; hammered cast iron, plated, 
with wrought iron rods, $3.20, $4, 5 
and up to $12. 

Screens.—Folding, black with brass 
trimmings, $2.50, $2.75, $3.50, $4, $5 
and $6 each, net; hammered brass 
plated, $6, $7.50, $8 and $9. Combina- 
tion, black center with brass frames, 
wrought iron screens, $6.90, $7.50, 
$8, $8.50, $9, $12 and up to $75. 


ASH CANS.—AIll kinds and makes of 
ash cans are selling very well. Job- 
bers say individual orders are for small 
quantities, but that a sizable number 
of orders are received each day. 


JOBBERS’ aa. TO RE- 
TAILERS, F.0O.B. BOSTON 


Ash Cans.— Galvanized, No. 75, 
in lots of 12, $9.60 per doz. net; 
No. 176, in lots of es _ re 40. No. 
171, $3.12 each net; 181, $3.50; 
No. 190, $4, six ribs, Ne 0180, $2.25. 
In lots of 25, No. 260, $1.80 each net; 
No. 26, $3.50; in lots of less than 25, 
No. 260, $2; No. 26, $3.80. No. 7, $14 
per doz. net; No. 1724, $24; No. 1800, 
31. 

Trucks.— Ash can, Little Man, 
large wheels, $30 per doz. net; Senior 
large wheels, $28 per doz. net. La- 
mothe, No. 45, small wheels, $20 per 
doz. net; No. 45s, $22. Barrel racks, 
$3.75 each net. 


ASH SIFTS.—Requests for ash sifts 
also are of sizable proportions, an in- 
dication that retail] stocks have been 
and continue small. 


Ash can trucks 





also are in good demand, particularly 
those having large wheels. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Ash _ Sifts.—Triumph, two to the 
crate, in crate lots, $2.17 each crate 
net. Success, $6.50 per dozen net. 
Square, in dozen lots, $5.75 per doz. 
net; round, $3.68. — $6 per 
doz. net; Rapid, $8. 

Ash Can Trucks. AO ittle Mann, $30 
per dozen net; Senior, $28. Blue Rib- 
bon barrel racks, $3.75 each net. 


AUTOMOBILE ACCESSORIES.—An- 
nouncement is made that tires and 
tubes purchased between Nov. 15 and 
April 30, will be billed out as of June 
10 less the regular 2 per cent cash dis- 
count. If preferable, retailers may 
pay for their purchases 331/3 per cent 
on May 10, 331/3 per cent on June 10, 
and 331/3 per cent on July 10, less 
the regular 2 per cent cash discount. 
It is to the advantage of the retailer 
buying $500 worth of merchandise or 
more to sign a contract for by so doing 
he is entitled to rebates ranging from 
1 per cent to 10 per cent, depending on 
the size of his purchase. All tires and 
tubes purchased between Nov. 15 and 
April 30 are protected against a price 
decline. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 
Tires.—Mansfield line, heavy duty, 

straight side, clincher cord, 30 x 3% 

in., $5 each; 31 x 4 in., $8.45; 32 x 

in., $9.05; 33 x 4 in., $9.50; 32 x 4% 

in., $15.55; 33 x 5 in., $21.15; 35 x 

in., $22.70. 

tides —Mansfield lines, balloons, 29 
4.40-21, $5.65; 29 x 4.50-21, .30 
x 4.75- 20, 7.50; 29 x 4.75- 21, $7.80; 
x 5.00-22, $9.70; 29 x 5.25-20, $9.55; 
x 56. 25x21, $9 85. 
Tires.—Mansfield line, balloon, six 
ply, 30 x 4.50-21, $11.05 each list; 30 
x 5.25-20, ge 7 30 x 5.50-20, $16.15; 
35 x 6.00- 23, $1 $. 

Tubes.—Mansfield line, 12 to the 
carton, 27 x 4.40-19, $15. 00 per car- 
ton list; 30 x 4.50-21, $18. 

Tubes BaF Be, "Jine, six to the 
carton, 30 x 4.75-21, $9.90 per carton 
list; 31 x 5.00-21, $10.50; 30 x 5.25- 


> 


ov 
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29 
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New England Is Holding Up Well— 


Prices Were Revised in Some Instances 


* 20, $11.40; 29 x 5.50, $12.90; 30 
5.50-20, $13.50; 30 x 6.00-18, $12.90; 31 
x 6.00-19, $13.20; 32 x 6.00-20, $13.80; 
33 x 6.50-21, $16.50. 
Discounts.—Tires, with the excep- 
tion of truck and double service, 
12% per cent. Truck and double ser- 
vice tires, 12% and 10 per cent. 
Tubes, 15 per cent. 
Tire Chains.—30 x 3%, $4.50 a pair 
x 


list, 31 x 4, $5.50; 32 x 4, $5.50; 33 

4, $5.75; 32 x 4%, $6.25; 33 x 4%, 
$6.50; 34 x 4%, $6.75; 33 x 5, $7.50; 
34 x 5, $7.50; 35 x 5, $8. alloon, 27 
x 4.40, $4.50; 29 x 4.40, $5; 31 x 4.40, 
$5. 50: "8 x 4. "15, 5.25; 29 x 4.75, $5.50; 
30 x 4.75, $6; 29 x 4.95, $5.50; 30 x 
4.95, _ 36; x 4.95, $6.25; 32 4.95 


$6.75; 29 x 5.25, $6.75 
58 $6. tb: 31 x 5. 25, $7. One to nine 
pair; discount 30 per cent; 10 to 49 
pair in one shipment, 35 per cent 
discount; 50 pair in one shipment, 40 
per cent discount. 


CLOCKS.—The popularity of electric 
clocks is growing rapidly, and indica- 
tions are that sales by the hardware 
trade during the remaining days of 
1929 will establish new high records. 
Demand for alarm clocks is only fair. 


JOBBERS’ ah eof TO RE.- 
TAILERS, F.0O.B. BOSTON 


Clocks. — Electric, Colonial, model 
A, $8.70 each net; Gothic, model B 
$17.70; wall model, $13.50. 

Clocks.—Westclox line, Big Ben, 
$2.29 each net, luminous, $3.16; Big 
Ben De Luxe, $2.64; luminous, $3.52; 
Baby Ben, $2.29; luminous, $3.16; 
Baby Ben De Luxe, $2.64; luminous, 
$3.52. Sleepmeter, $1.40; luminous, 
$2.10. Blue Bird luminous, $1.76. 
America, $1.05; luminous, $1.58. Ben 
Hur, with base, $1.76; luminous, $2.46. 
If 2 doz. clocks of one design or as- 
sorted are purchased a discount of 
2% per cent is allowed. 

Waterbury Line. — Thrift, in case 
lots of 50, 72c. a clock; Trusty, 
silver alarm, 75c.; New Haven, $2.10; 
Tel Tale square, $1.35; Boston, $2.75; 
competitive, 70c. Tom Tom, in case 
lots of 24, $2.10 each clock. 


ELECTRIC SPECIALTIES.—Numbers 
of retailers are building up a remark- 
ably good trade in electric specialties. 
These goods can be displayed to ad- 
vantage in the window and on counters, 
and the average householder is almost 
in constant need of such stock. 


JOBBERS’ ry bt do od TO RE.- 
TAILERS, F.O.B. BOSTON 


Electric eenntiittee:<ttenice sock- 
ets, No. 500, in lots of less than 100, 
18%4c. each net; in lots of 100, 17%c.; 
angle Tu-way, No. 510, in lots of 
less than 100, 19%4c.; in lots of 100, 
18%c.; angle, three way, No. 540, in 
lots of — than 100, 18%c., in lots 
of 100, 17%c.; three cube tap, No. 
530, in lots of ‘less than 100, 94%4c., in 
lots of 100, 8%c. Appliance plug with 
switch, No. 550, in lots of less than 
100, 25c., in lots of 100, 22c.; No. 535, 
in ‘lots of less than 100, i2%c., in 
_ of 100, 114%4c. Cord set with plug, 

No. 545, in lots of less than 100, 48c., 
in lots of 100, 45c. Switch cord set 
with plug, 6 in., No. 560, in lots of 
og than 100, 60c., in lots of 100, 

ic. 


FIRE EXTINGUISHERS.—With the 
lack of rain growing more and more 
serious each day, and with efforts by 
State officials to curb forest and grass 
fires, it ought to be a comparatively 
easy matter for the hardware dealer 
to sell fire extinguishers, especially 
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those dealers selling to the so-called 
country trade. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Fire Extinguishers.—Standard, 2% 
gal. containers, $9.60 each net; Buf- 
on 28 gal., soda and acid type, 


GARBAGE CANS.—In common with 
ash cans, sifters and kindred lines there 
is a very good movement of garbage 
cans out of jobbers’ stocks. Demand 
embraces all kinds and makes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Garbage gg Sh gor Gooey gal- 
vanized, No. 2, $9.75 each net; No. 3, 
$12.25; No. 10" in lots of a dozen, $6 
each; cement coated, 14 x 22 in., $11 
each. Regular outdoor, galvanized, 
= eK $1.05 each; 13 gal., $1.44; 42 
q 

harhane Pails.—Galvanized, 3 gal. 
$8.20 per doz. net; : gal., $10. 50; 7 
gal., $11.60; 10 gal., 90. 

Garbage Naceteies See the sink, 
$12 per doz. net. 


HEATERS.—Heater sales are gradual- 
ly gathering momentum, but real 
snappy weather is needed to bring a lot 
of retailers into the market for sup- 
plies. 
JOBBERS’ a tor: TO RE- 
TAILERS, F.O.B. BOS 
Heaters.—Oil No. ag aa each 
list; No. 525, $7.25; No. 1530, $9.25. 
Discount 30 per cent. 
Heaters.—Electric, ge age No. 
19927, $3.35 each net; No. #9954, 
$5.35; No. E9937, $5. Rome, $6.67. 


NAILS.—Following the recent reduc- 
tions totaling 20c. a cwt. in wire nail 
prices, jobbers have advanced their 
quotations 5c. Nail prices otherwise 
remain as heretofore. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Nails.—Wire, from store, $3.25 per 
keg base; from mill, in car lots, $2.50 
per keg base, f.o.b. Pittsburgh; in 
less than car lots, $2.75. Cement 
coated nails, in car lots, $2.75 per 
keg base, f.o.b. Pittsburgh; in less 
than car lots, $3. Cut nails, from 
store, $4.25 per keg base; galvanized 
cut nails, from stock, 8d, and smaller, 
$6.25 per 100 Ib. base; larger sizes, 
$6.85. Mill shipments, 8d, and smaller, 
$5.75 base; larger’ sizes, $6.35. 
Hardened steel floor, direct ship- 
ments, $7.60 f.o.b. Wareham, Mass.; 
from store, $8.10. Western cut nails, 
direct shipments, in less than car 
lots, $3.50. Tremont cut nails, direct 
— $3.95 per keg, f.o.b. Ware- 
am. 


POCKET KNIVES.—As might be ex- 


in pocket knives for the holiday trade 
is increasing. Attractive prices are 
being made on numerous assortments. 


JOBBERS’ rt ey eS nd TO RE.- 
TAILERS, F.O.B. BOST 

Pocket Serif sc ont No. 
400M, 12 pieces, 8 with stag handles 
and 4 with celluloid handles (black), 
$4 per assortment; No. 393, each of 
4 patterned handles, $7.50. 


POULTRY SUPPLIES.—Closely fol- 
lowing the recent reduction of 10c. per 
ewt. in poultry netting staples, jobbers 
have advanced quotations 5c. 


JOBBERS’ ag RSs oof TO RE- 
TAILERS, F.O.B. BOST 

Incubators.—No. 40, pry ends net; 
style E, No. , $11.50; No. 16, $19.25; 
No. 17, $25.78; No. 1, $16.25; No. 2, 
$31.15; No. 3, $40.43; No. 4, $47; No. 
5, $74.90. 

Brooders.—Oil burners, No. 27A, 
200 chicken capacity, $12.25 each net; 
No. 28A, 350 chicken capacity, $14; 
No. 80, 350 chicken capacity, $13.20; 
No. 81, 500 chicken capacity, $15.05: 
0. 101, 500 chicken capacity, $18.50; 
0. 102, 1000 chicken capacity, $22.05. 
Coal burners, No. 117, 350 chicken 
capacity, $11.55; No. 118, 500 chicken 
capacity, $15.05; No. 119, 1000 chicken 
capacity, $18.55. Electric burners, No. 
90, 50 chicken capacity, $10.15; No. 
91, 100 chicken capacity, $13.83; No. 
92, 200 chicken capacity, ag No. 
93, 300 chicken capacity, $20.65. 

Poultry Netting.—From stock, hex- 
agon, galvanized after weaving, 50 
and 10 per cent discount. Direct mill 
shipments, galvanized after weaving, 
50 and 60 per cent discount. 

Staples.—Galvanized, in 100 Ib. 
kegs, $6.10 per cwt.; in 10 lb. cartons, 
$7.35; in 1 lb. papers, $8.35; in % Ib. 
papers, $9.10; in %4 lb. papers, $10:85. 
Direct shipments, in car lots, $4.35 
per cwt.; in less than car lots, $4.60. 


SAWS (Wood).—That there is still a 
wide field for wood says is evinced by 
the number of them moving out of 
local jobbing stocks. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 


Saws.—Woo0d, 


ZZ, 





Disston line, one 


_ Champion tooth, No. 2, fine, 
$2.35 each net, 3% ft. , $2 a: a ie a 
sae 4% ft., $3 553 Ideal, 3 ft., $1.28: 
3% - 1.50; Four Cutter, No. D110, 
3% , $3.80; Docking, No. 196, 2 ft., 
$23. 50 ‘per doz.; 2% ft., : 5 e- man 


crosscut, “<% No. 4% 
$1.95 each, 5 § "$2. 20; cis "ft., 50.40: 
6 ft., $2.60. Fs ng hollow back, No. 
494, 5 ft., $5.40; 5% ft., $6. ; 
Saws.—Wood, Simonds line, Cres- 
cent fa" No. 13, 22, 133, 324 and 
325, $5.40, 514 ft., $6; 6 ft., $7. 
Sa pA gi Atkins line, one man, 
No. 390, 3 £t.; $2. 38 each net, 3% ft., 


TREE OUTFITS, ETC.—Along with 
toys there is a good demand for three 
outfits and associated merchandise. 
Indications are that more tree outfits 
will be sold this season than ever be- 
fore. 


JOBBERS’ ght id TO RE- 
TAILERS, F.O.B. BOST 

Tree Outfits.—For callie or in- 
door use, No. 726, in lots of less than 
10, $7.40 per outfit net; in lots of 
10, $7.05; No. 72, multiple type, in 
lots of less than 10, $2.20; in lots of 
10 to 29, $2.15; in lots of 30, $2.10. 
For indoor use only, series type, 15 
volt lamps, No. 108, in lots of less 
than 10, $1.85; in lots of 10 to 29, 
$1.73; in lots of 30, $1.69; No. 84, in 
lots of less than 10, $1.47; in lots of 
10 to 49, $1.43; in lots of 50, $1.40; 
No. 842, in lots of less than 10, 90c.; 
in lots of 10 to 49, 87c.; in lots of 50, 
85c.; No. 8000, in lots of less than 10, 
$1.45; in lots of 10 to 49, $1.34; in lots 
of 50, 31, 

Candle Sets.— Window, No. 161T, in 
lots of less than 10, $2. 36 a set net; 
in lots of 10, $2.25; No. 162, in lots of 
less than 10, $2.94; in lots of 10, $2.80. 
For outdoor use, No. 110, in lots of 
less than 10, $5.64; in lots of 10, $5.50; 
No. 111, without sockets, in lots of 
ao than 10, $3.68; in lots of 10, $3.50; 
No. 115, complete, in lots of less than 
10, $6.10; in lots of 10, $5.80. 

Wreathes.—Candled, ‘for house win- 
dow use, 12 in., 120 volt lamps, in 
lots of less than 10, 90c. each net; 
in lots of 10 to 19, 87c.; in lots of 
20, 85c. For automobile use, 6 in., 
6 volt lamps, No. 306, in lots of less 
than 10, 90c.; in lots of 10 to 29, 87c.; 
in lots of 30, 85c. 

Star Outfits.—Three star, No. 320, 
in lots of less than 10, $1.77 each net; 
in lots of 10 to 29, $1.73; in lots of 30, 
$1.69. Electric angle chimes, No. 3000, 
in lots of less than 10, $1.58; in lots 
of 10 to 49, $1.50; in lots of 50, $1.44. 


WINDOW GLASS.—Sales of window 
glass have been and are quite satis- 
factory. The average retailer is carry- 
ing a well balanced yet not excessive 
supply of glass. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 


Window Glass.—Third quality, sin- 
gle B bracket, 88 and 5 per cent dis- 
count. All other singles, 88 per cent 
discount. Double B and all sizes, 87 
per cent discount. 


WINDOW WEIGHTS.—In connection 
with the very good demand for build- 
ers’* hardware, window weights are 
coming in for their share of retail at- 
tention. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 

Window Weights. — From stock, 
2%c. per Ib. « 

From Foundry. — Local shipment, 














pected at this time of the year, interest 


$2.78; 4 ft., 16: No. 392, 3% ft., 
$3.12: 4 ft., $3.57; No. 749, 4 ft., $4.75; 
No. 388, 41% ft., $2.60; 5 ft., $2.95; 

$3.20; No. 379, e $1 2 ; 5 ft., 
$0. 18, 514 ft., $2. 39: o. 8, 5 ft., $5.40, 
5% ft., $6. 


$38 per ton. 





Hardware Trade in Canadian Prairie Provinces Is Brisk 


A very encouraging report on the con- 
ditions prevailing in the Canadian prairie 
provinces was recently made by C. E. 
Brookhart, Assistant Trade Commissioner, 
in charge at Winnipeg, Canada, who made 
the survey for the United States Depart- 
ment of Commerce. Mr. Brookhart’s re- 
port, dated Sept. 26, says in part: 

“The doldrums in the hardware trade 
here a few weeks ago have been success- 
fully navigated, and, in comparison, busi- 
ness is now remarkably active. This rapid 
change in conditions is not peculiar to the 
hardware trade. Harvesting is completed, 
and it is quite apparent that the purchasing 
power coming from this year’s crop will 
be far above the expectations of a few 





weeks ago. The result of this situation has 
been brisk trade, and hardware sales are 
now very active except in those particular 
sections where the crop was almost a com- 
plete failure. In the cities of Winnipeg 
and Calgary the retail hardware sales for 
the past month has been well ahead of the 
same period last year. 

“Wholesalers report that sorting orders 
for seasonal goods are being received in 
substantial volume and that regular booked 
orders are moving forward in a satisfac- 
tory manner. Wholesale buying will doubt- 
less continue to be more irregular in vol- 
ume than under ordinary conditions be- 
cause this unusual season has left consider- 
able stocks of certain lines on hand. Gen- 





eral purchasing by wholesalers, however, 
should be fairly active during the coming 
months. 

“The trade in building hardware has 
continued very active up to the present 
time, and with the usual seasonal consid- 
erations in this climate future prospects 
in this line are good. 

“Chain store organizations which carry 
hardware items are now opening branches 
in this territory. Very few of their hard- 
ware purchases are made here. This in- 
creased competition has not yet seriously 
hurt other retailers, as near as it can be 
learned, but has had some effect on whole- 
salers, who can secure very little of this 
business.” 
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ITTSB UU RG , Present Demand Is Very Satisfactory 
p 7 —Wire and Nail Prices Are Lower 





(Pittsburgh office of HARDWARE AGE) ; 0g pe lige ng ridge a0 bey 
PITTSBURGH, Nov. 5.—Business in this territory is still rather | pers. BST Sota. Meng door $2.50 


active. Cold weather items are accounting for a good part of the front door, $1.66. 


business of some jobbers, but shipments of stoves and kindred items | COAL HODS AND SHOVELS.—There 
have now been virtually completed and present orders are made up | is still a fair demand for coal buckets 
largely of replacements. With the hunting season in Pennsylvania which is expected to keep up fairly well 


is ; . : for several weeks. 
now under way, retailers are getting their heaviest demand for 
JOBBERS’ QUOTATIONS TO RE- 


loaded shells and firearms. Colder weather is also developing a TAILERS, F.O.B. PITTSBURGH: 
demand for game traps. Ventilators and register and radiator Coai Shovels, Monongah, No. 1, $14; 
shields are also accounting for considerable business. Gail Beck: No. Shas ond prs, Sos. 
Prices on most lines of hardware products are essentially un- No, 3, $13 ©, $18.50; Noo 3. $i per 
changed, although reductions are still being made in wire nails, fence | {Yo P4gsmgkey Dlapk g Non te As 
wire and barbed wire. With manufacturers making a stronger en otk. a eh ee $13; 


c : : . . _ j Black gold, No, 1, $18; No. 2, $18.50 
effort to check the decline in wire prices, further reductions are not Mas, Gist Have’ deepen don Coal 


expected in the near future. White lead has been advanced 2c. per Hods, Japanned, ‘No. 5, 16 in., $3.25; 
17 in., $3.60 per doz.; Galvanized No. 





pound, but turpentine and linseed oil have been reduced slightly Col- 10,16 Jn., $4.30; 17 in., $4. 5; 18 in.. 

. . . : . . : 5.25; 20 in., $7 per doz. Gz 
lections in the district are generally fair, although difficulties are be- No. 768, $8, and’ galvanized ‘No. 868, 
ing met in the coal regions of the Tri-State district. | Fr te ee 

| 
Steel operations in the Pittsburgh Sinhés tare. Caer: aed 5 os, sibs GAME TRAPS.—This line is now be- 
district are still being curtailed and tubes, $2.00;'31 x 5.25, $12.50; tubes, coming rather active as the open sea- 
— n ) Or ° ° ° 
renewed demand for flat-rolled prod- ve saing, 6 ply, 3 $12.65; giubes. — son on most trapping animals is .now 
ucts which was expected by the first of | . 2/05; 30 x 5.50, $16.05; tubes, $2.35: at hand. 
the month has not developed to any 30 x’ 6.00, $16.65; tubes, $2.25; 31 x 
6.00, $16.65; tubes, $2.30; 32 x 6.00, JOBBERS’ QUOTATIONS TO RE- 
marked extent. However, the auto- $16.95: tubes, $2.40; 3 x’ 6.00, $17.55: TAILERS, F.O.B. PITTSBURGH: 
mobile industry is taking slightly more og = ayy a a a Diamond No. 21, $1.35 per doz.; No. 
interest in its requirement over the re- and are subject to discounts of “1244, 21 $2.44 per doz.; No. 22, $3.36 per 
mainder of the year and demand from eo Biogg nt on tires and 15 per cent on Victor No. 1, $1.38 per doz.; No. 
this source is likely to show some im- 1A» $2.44 per doz.; No. 2, $3.36 per 
provement later in the month. Rail- | BATTERIES.—Flashlight batteries are “Triumph No. 1, $1.32 per doz.; No. 
roads are still active buyers, but the | still moving well, but demand for radio 1%, $2.20 per doz. 
bulk of the fall rail tonnage has been | dry cell is only fair. | LANTERNS.—Demand for lanterns is 
placed and Eastern roads served by ; ipereees 5 : a 
: seca JOBBERS’ QUOTATIONS TO RE- | still fairly good to retailers located in 
the Pittsburgh district have tempo- TAILERS, F.0.B. PITTSBURGH: : ‘cul ire in 
rarily checked the buying of rolling a ae Unit the agricultural districts. Prices are 
stock. Tonnage placed in October for! No. 458 ............ — a unchanged. 
railroad materials nevertheless has No. 486.0... . 0. esse eee 3.20 2.97 JOBBERS’ QUOTATIONS TO RE- 
added greatly to mill order books and) No. #70 2200000000000 200280 eee feud ee a chk 
with fabricating shops and barge build- a oe 33 1.14 PN as x a: oy 
ers well occupied, demand for ‘the Sede tide "97 $4.70 each. 
heavier hot-rolled products seems NO, 766.0... eeeeeeeee 1.40 1.30 cen ar tn ee oree 
likely to remain fairly good for the re | Nor 449 cir ye Lee $10 per doz.; Junior Tin, $8.50 per 
mainder of the year. Prices are not No. 762 .......0.00.++; 1.93 1.79 doz,; Junior Brass, $16.75 per doz.; 

. a ¥ No. 6 dry cells, ignition type, unit Little Wizard, $8.50 per doz.; D-Lite, 
showing additional weakness and wire packages, 36c, eac $18 per doz.; Junior Wagon, $17.25 
products are considerably firmer than Be EEO 235, Sie, onch: per doz. 

% . No. 950, ¥2C.; oO. . C.3 oO. Oo, ‘ 
they have ws for ore a Ad- 19%e.; "No. 750, 1344c.; No. 791, 13¢. | MISCELLANEOUS TOOLS.—Business 
vances are being considered by some war ot.—No. , $1.67; No. 1661, is keeping up normally well at un- 
mills. changed prices. 

. | BUILDERS’ HARDWARE.—tThe ac- 
7 1 pi. | J+ JOBBERS’ QUOTATIONS TO RE- 
sega Eien geomet nan tive season for products listed under TAILERS, F.O.B. PITTSBURGH: 

y ’ | this classification is practically at an Circular Saws.—6 in., $2.25 each; 


and with the hunting season now in 
full swing, demand is expected to con- 


8 in., $3.00; 10 in., $4.00. 


end, but a light movement continues at Cross Cut Saws.—Simonds Crescent 











: all times. G N 22, 2 
tinue for several weeks. Jobbers are poo euslbatiens 70 RE $e Efe. $5.40 re 5 Fg ef. St 
regularly receiving orders to replace TAILERS, F.O.B. PITTSBURGH: weleetrie Brie So, se oe os 
oO » $32; 
depleted stocks. Butts.—Ball tip, plated, dull brass $35.20; No. 382, $41.60. xs 
~— oe gg in B18 os 7 — Files. —Disston, 50 and 10 per cent 
x ots in 3 x 3 in., ; per pairs; off list. Nicholson and Black Dia- 
AUTOMOBILE TIRES AND TUBES. 3% x 3% in., $19, 4 x 4 in., $30. . mond, 50 per cent off list. Simonds, 
-The tire business is very quiet so far gy gt as a oe "in., Fa 50 per cent off ligt. i" " 

. er doz.; in., $2.85; in., $4.80; i .—No. 2 eg ; No. 
as hardware jobbers are concerned, but cn Saher 56 in Oke Oke ten: Prat og Not $5. oe 
inactivity is usual for this season of 8 in., $3.40; 10 in., $5.40; light strap, 

. with screws packed one pair in a oe 
the year. Prices are unchanged. box, 3 in., $9.60 per 100 pair; 4 in., PAINTING SUPPLIES.—Paints are 

JOBBERS’ QUOTATIONS TO RE- i ae visitas tiacdioaii no longer particularly active. White 
ym sneer F.0.B. PITTSBURGH: Hasps.—Hinges | without screws, lead has been advanced %c. per Ib. 

ansfield tires, 4 ply paticen type, single dozen lots, in., 65c. per doz.; " * 

29 x 4.40, $7.40; tubes, $1.50; 30 x 4.50, 4 in., 79c.; 6 in., $1.05; safety, 3 in., after having been unchanged for about 
$8.25; a. $1.60; ; 29 e "it, 39. 55; 97¢c, ‘per doz.; 4% in., $1.14; 6 in., six months, and is now quoted at 14%c. 
tubes, $1.70; 29 x 5.00, $9.90; tubes, $1.60. : : 
$1.75; 30 x 5.00, $10.20; tubes, $1.80; Garage Sets.—Swinging hinges, 10 per lb. Linseed oil has been reduced 
31 x’ 5.00, $10.65; tubes, $1.85; 32 x | in., $3 per set. slightly, and is now quoted at 17c. per 
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Remington Model 


Our good friends, The Bush-Caldwell 
Co., jobbers of Little Rock, Arkansas, sent us in 
the following letter from the M. E. Cloninger 
Mercantile Co. of Dardanelle, Arkansas: 


“We are so well pleased with the 12C Reming- 
ton .22 Rifle that we bought of you on 7/17/29, 
we just wanted to tell you about it; as I am 
Deputy Game Warden I take it with me on all 
my rounds and I have put it to some hard 
tests. I use nothing but long rifle Kleanbore 
shells and I want you to know a squirrel at 
seventy-five yards is as easy killed as if it were 
ten steps. It is also a hard shooter with these 
shells. It will shoot through two inches of 
wood at fifty yards. May we suggest when you 
have a customer who wants a good rifle, sell 


him No. 12C with Kleanbore Shells?” 


This is such a strong, double-edged endorse- 
ment for the .22 caliber Remington Model No. 
12 repeating rifle and Kleanbore cartridges that 
it should interest every jobber and dealer who 
sells arms and ammunition. [call it a “double- 
edged endorsement” because Mr. Cloninger 
speaks in two capacities, as a merchant who 
knows merchandise from the dealer’s point of 
view and as a man who makes constant use of a 
rifle. 


Repeating Rifle. 






Naturally it is gratifying to a jobber to receive 
unsolicited praise of this kind for the products 
he sells. It is equally gratifying to us to know 
that Remington Products build such good will 
for the jobbers and dealers who handle them. 
It would seem hardly necessary to suggest that 
the best way to make friends for your store 
through your arms and ammunition department 
is by concentrating your selling efforts on Rem- 
ington rifles and Kleanbore cartridges. Your 
jobber can supply you. Don’t submit to sub- 
stitutions. 


Kleanbore cartridges 
are sure and accurate. 
They prevent rust, cor- 
rosion, pitting and 
leading. 





REMINGTON ARMS COMPANY, Ine. 


The Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Digby 0766 


Manufacturers of Arms, Ammunition, Cutlery, and Cash Registers 


1929 R. A. Co. 





Knocks over 
squirrels at seventy- 


five yards - - 
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lb. in barrel lots, and turpentine is now 
selling at 68c. per gallon. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Ready mixed paints, best grades, 
$2.60 per gallon; lower grades, $2 
(white and dark greens, 15c. per gal. 


higher); white lead, 14%4c. per lb. in 
100-lb. lots; 10 per cent less in lots 
of 500 lb. or more, and extra 4 per 


cent less on lots of a ton or more; 
turpentine, 68c. per gal., in barrel 
lots; raw linseed oil, 17c. per Ib., in 
barrel lots. 


RADIATOR AND REGISTER 
SHIELDS.—Demand is strong for 
nearly all sizes in these lines, and 
prices are holding. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. PITTSBURGH: 


| Gem Adjustable Radiator Shields 





with Water Pan Humidifier 
Gold Bar Walnut 

Aluminum Mahogany Ivory 

Each Each Each 

No. 1W_....$3.50 $3.85 
No. 1AW .. 3.85 4.20 
No. 2W .... 3.85 4.20 
No. 3W . 4.20 4.55 
No. 4W 4.20 4.90 
No. 5W 4.55 5.25 
No. 6W 4.90 5.60 
No. 6BW 4.90 5.60 
No. 7W seve 5.25 5.95 
No. 8W 5.60 7.00 6.30 

Register 'shie lds for floor use, Nos. 


1 and 5, $12 per doz.; No. 10, $10 per 
doz. 

Register shields for wall use. Nos. 
2 and 15, $6 per doz.; No. 20, $5.20 
per doz. 


ROLLER SKATES.—The season for 
this article is practically at an end, 
although some movement is expected | 
for the holiday season. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Union Hardware Co. line, No. 2, 
70c. per pr.; No. 3, 75c. per pr.; No. 
10, $1.05 per pr.; No. 5, $1.45 per pr. 

Winslow line, No. 38%, $1.45 per 





pr.; No. 38, $1.60 # age sale No. 38, rub- 
ber tire, $2. 50 p 

Winchester ine, No. 3831, $1.35 per 
pr.; No. 3832, .45 per pr. 

Chapin line, No. 103, child’s skate, 
7d5e. per pr. 


SASH WEIGHTS.—This line is quiet, 
and prices are unchanged at $42 a ton 
f.o.b. Pittsburgh. 


STOVE PIPE.—There is still occa- 
sional call for stove pipe and elbows, 
although the heaviest part of the sea- 
son’s demand has passed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Lustro stove pipe, 3-in., $6.75 per 
doz.; 4-in., $7.50 per doz.; 5-in., $9.00 
per doz.; 6-in., $10.50 per doz. 

Lustro stove pipe elbows, 3-in., 
ie 50 per doz.; 4-in., $5. - per doz.; 

-in. per doz.: 6-in., $7.75 per 
doz.” 


VENTILATORS.—Sales by both job- 
bers and retailers are regularly im- 
proving. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. PITTSBURGH: 

Continental line: De-Flekt-Air 
(metal center ventilators) No. 
$2.20; No. 87, $2.60; No. 88, $3.75; No. 
117, $3.75 per doz. net. Continental 
wood frame cloth ventilators, No. 
V-836, $2.00; No. V-923, $2.00; No. 
V-937, $2.20; No. V-949, $3.75; No. 
V-959, $4.40; No. V-1537, $3.45; No. 
V-1549, $5.00 per doz. NET. Conti- 
nental metal frame cloth ventilators, 
No. 833, $2.50; No. 837, $2.80; No. 845, 
$3.75; No. 1137, $3.45; ‘No. 1145, $4.40; 
No. 1437, $5.00, and No. 1445, $5.60 
per doz. NET. 

Diamond E, No. 33, $3 per doz.; No. 
01, $4.40 per doz.; No. 02, $4.80 per 
doz.; No. 03, ie. eB 
$5.20 per doz.; $5.60 per doz.; 
No. 3, $6.40 per doz.; No. 4, $7.60 per 
doz.; No. 5, $8.40 per doz. 

Wurldbest Ventilators, 


and ; are 
EACH prices and subject to a deal- 
ers’ discount of 33% per cent. 





WIRE PRODUCTS.—Prices on nails, 
fence wire and barbed wire are still 
being reduced by local jobbers, but the 
present downward movement seems to 
have been checked with a stronger 
price stand taken by most mills. 
Fence wire and barbed wire prices have 
been reduced approximately 15c. per Ib., 
and wire nails are now quoted at $2.65 
to $2.70. Demand is quiet. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. PITTSBURGH: 


Fence Wire 


per 100 lb. Se Galvanized 
No. to 9 gage...... $2.7 $3.15 
Os Ae. cubaeesseoe ees 348 3.20 
590, GER. diechstastwohes 2.80 3.25 
a: SER wAvasauonsarse 2.85 3.35 
ae. Be a er 2.95 3.50 
C00; (Seo Seb aasesasecas 3.05 3.7 
By Ee Mes w as Gawwkes 3.25 4.00 
TO Oe 6 5ibssd555555% 3.45 4.20 
a egged — (per 80-rod anor: 
Dee WREIED % sees su-caseenceee $2.74 
2-point —" Fe nr) PETE REE ere 2.93 
ae ea ee eee 3.16 
a eee 2.92 
2-point cattle (special).......... 2.10 
Field Woven Wire Fence (per 100 
rods) 
BREESE URS sc00s sedces se wehins seals $39.80 
| Sa EO eer rere rrr 55.80 
PM tesbskistesatccaedaes were 27.70 
Ch, oh BAS AES A> See pe ter aa 7.00 
SEWER: iss SPkGsaNeeaeiesaadahes Bee 
oo Ll TREE koe ee ae 49.20 
Poultry and rabbit, No. 14% gage: 
ORS |: > CES a are 36.50 
2, BOBS. Sees s:b's be ¥ WOES Swe eho 44.00 
S50; ABAD vice wh 3054000 Sake aos 49.50 
— mesh: 
0, BED 32% tine c ak ne casan cae’ $37.00 
No. 2048 EMENS PS whee Uis he bs Ree 44.50 
NO. 2360 .......cceeecsececsoees 52.00 
} oN er ee eae 60.00 
Steel Fence Posts: 
Painted 
Galvanized Angle 
Tubular Steel 
Dts. ceesasnecsene a eee 
Le ee 55c. each 38c. each 
SR yet em 65c.each 40c. each 
fh. SR ee ere eee 45c. each 


f 
soe nails, base, per keg, $2.65 to 
70 








ATLANTA: 


(Atlanta office of HARDWARE AGB) 


ATLANTA, GA., Nov. 5.—Business throughout territory covered by 
Atlanta hardware jobbers is good. South Georgia business is re- 
ported as being exceptionally good due to early crops and marketing. 

A survey recently completed by the University of Georgia’s bureau 
of business research shows that sales activity in this section was 


somewhat greater than for September a year ago. 
shows the largest increases were made in hardware sales which 


Their report 


showed a gain of 10 per cent over September, 1928. 
Present indications as shown by their report to a cash income for 
farmers in this territory from their products of 5 per cent above 


that of last year. 


Atlanta hardware jobbers report rapid movement at this time on 
coal hods, stove pipe, grates, cutlery, game traps, roller skates, fire 
shovels, pokers lanterns and food choppers. 

Collections are reported as being fair. 





AIR RIFLES. — Demand continues 
good, with prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
No. 20 Daisy, $7.20 per doz.: No. 
12, $12.00 per doz.; No. 11, $16.00 per 
doz.; No. 3, $24.00 per doz.; No. 25, 
$40.00 per doz.; No. 30, $20.00 per doz. 
Little Daisy pop guns, $3.20 per 
doz.; No. 14 pop guns, $6.00 per doz. 
Air Rifle Shot.—2%-oz. lead shot, 
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$3.50 per 100 tubes; 4 oz., $4.50 per 
100 tubes; 2%-oz. steel shot, $3.00 per 
100 tubes. 


ALARM CLOCKS AND WATCHES.— 
Sales ample to fill steady demand. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. ATLANTA, GA.: 
Each 
America, plain, in colors and 
i eee 





Trade Throughout Territory Is Good. 


Agricultural Income Shows Increase. 


Big and Baby Ben, plain...... 1.29 
Big and Baby Ben, luminous... 3.16 
Big and Baby Ben De Luxe, 
plain, in colors and nickel 
ee BO a ree 2.62 
Big and Baby Ben, luminous... 3.50 
Ben Hur, luminous, in colors 
and nickel finish ......0.0:0. 2.46 
Ben Hur, plain, in colors and 
eer ee 1.76 
Sleep Meter, plain ............. 1.40 
Sieep Meter, luminous .......... 2.10 
Tiny Tim in assorted colors.... 1.50 
Pocket Ben Watches .......... 1.05 
Glo Ben watches, luminous.... 1.58 


AXES.—Calls for this item continue 
good. Prices firm. Adequate stock. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Single bit, base weight, unhandled, 
$14.65 to $16. 00 per dozen. Double bit, 
$19.65 to $20.50 per dozen. Single bit 
with No. 1 handles, $18.90 per dozen. 
Double bit with No. 1 handles, $23.90 
per dozen. 


BACK BANDS.—Orders for back bands 
and back band webbing are good. Prices 
are steady. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Per Doz. 
79 shop hook back band 


_ ES RE rere ae 
122 shop hook back band 
No. R19 ‘shop hook’ back band.: 
Humane back band 


No. 
5 


3.50 
No. . 
5 i 


eee eee erene 
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SORTING, WRAPPING- 


Should Be Done On a 





Pat’d and Pats. Pending ee 


SHI ALLOWELL’ STEEL TABLE 


If you do any Sorting, Inspecting, Wrapping, Packing, be 
sure to look at the picture and get an eye-full of that one-piece 
top of steel that never becomes soggy, smelly, unsanitary, 
never cracks, never splinters — but, on the contrary, gets 
smoother and more serviceable with age. And besides, the 


“HALLOWELL” is rugged. rigid and inexpensive: 


1368 standard sizes and combinations of “HALLOWELL” Steel Benches and Tables are carried 


in stock—therefore, no waiting 


Don’t Procrastinate—Write for Bulletin 386 Today 


STANDARD PRESSED STEEL CO.) 3 


aver JENKINTOWN, PENNA. a 


28 N. Clinton St. 944 Harper Ave. 
CHICAGO, ILL. BOX 535 DETROIT, MICH. 
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o B back band with boss 





BOLTS AND NUTS.—Sales are steady, 
with prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Cut thread carriage and machine 
bolts, 60 per cent off; rolled thread, 
60-10 per cent off; lag screws, 60 per 
cent off; hot and cold pressed nuts, 
50-10 per cent off; stove bolts, 75 per 
cent off. 


BALE TIES.—Orders are fair and 
prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
9 x 16%, 93c. per bundle; 9% x 16, 
$1.05 per bundle; 9% x 15%, $1.20 per 
bundle; 9% x 14%, $1.45 per bundle. 


CLIPPERS.—Demand is steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. ATLANTA, GA.: 
Brown & Sharpe—Bressant or nar- 
row plate—$4.50, less 25-10 per cent. 
American Gentleman, $3.00, less 
33% per cent. 


COAL HODS.—Sales are unusually 
good, with stocks ample to fill demand. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

No. 16 galvanized hods, $4.00 per 
doz.; No. 17 galvanized hods, $4.50 per 
doz.; No. 18 galvanized hods, $5.00 
per doz.; No. 15 Jap hods, $3.00 per 
doz.; No. 16 Jap hods, $3.25 per doz.; 
No. 17 Jap hods, $3.50 per doz.; No. 
18 Jap hods, $4.00 per doz. 

Coal Tongs.—No. 45, $3.00 per doz.: 


No. 25, $4.00 per doz.; No. 214, $3.50 
per doz. 
COTTON COLLARS.—This item is 
moving in fairly good volume. Stocks 


are full, with prices firm. 


JOBBERS’ QUOTATIONS TO RE.- 

TAILERS, F.O.B. ATLANTA, GA.: 
Per Doz 

EORTONE DOUREN ois sddces tases $10.00 

Lankford Jr. collars .......... 8.50 

SN ANMINUE, nc cusksseneensee 13.00 

Old Boeck Comers ...cscccssccas 6.50 


ENGLISH POTS.—Sales volume is nor- 
mal, with prices unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. ATLANTA, GA.: 
8 gal. $2 
10 gal. ... 





FILES.—Calls are coming in nicely. 


Prices remain the same. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Simonds files, list, less 50 per cent; 
Black Diamond, list, less 50 per cent; 
Great Western, list, less 60 per cent; 
Royal, list, less 70 per cent. 


FIRE POKERS.—Orders indicate a 
good demand in this line and are being 
filled from adequate stocks. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

No. 10, % x 20, 85c. per doz.; No. 
10, % x 26, $2.00 per doz. 


FORKS.—Sales steady and prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O. ATLANTA, GA.: 

4-tine manure “forks with 4% ft. 
strapped handles, $10.50 doz.; 5-tine 
manure forks with 4 ft. strapped 
handles, $12.50 doz.; 6-tine manure 
forks y 4%, ft. strapped handles, 
$14.50 4-tine spading forks, 
$9.00, sfc 00; $12.50, ry 00 per doz.; 
3-tine hay forks with 5 ft. handles, 
$9.50 and $11.75 per doz.; 10-tine seed 
forks, $27.00 per doz.; 12-tine seed 
forks, $30.50 per doz.; 10-tine coke 
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12-tine coke 
8-tine stone 
10-tine stone 
12-tine stone 


$27.50 per doz.; 
$30.50 r doz.; 
$21.50 per doz.; 
forks, $26.75 per doz.; 
forks, $31.00 per doz. 


FURNACE SCOOPS.—Business good. 


Prices unchanged. 


JOBBERS’ SOT AT Ons TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

D handle, competitive grade, $6.00 
per doz. Good grade, $8.00 to $12.00 
per doz. 


GALVANIZED WARE.—Orders 


forks, 
forks, 
forks, 


are 


fair and prices remain firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

No. A tubs, $4.00 per doz.; No 
pa “" per doz.; No. 2, $7.20 per doz.: 

3, $8.40 per doz. 

“"- quart galvanized pails, $1.98 per 
doz.; 10 quart, 4 per doz.; 12 
quart, $2.46 per doz.; 14 quart, $2.76 
per doz.; 16 quart, $3.34 per doz. 

10 quart galvanized fire pails, round 


bottom, stenciled, $4.50; 12 quart, 
-~ 75 1 doz. 
gal. garbage cans, $6.35; 7 gal., 


$8. oe 10 gal., $9.25 per doz. 


GAME TRAPS.—Orders show a good 
demand and stocks are well assorted. 


JOBBERS’ ages hg oh TO RE- 
TAILERS, F.O ATLANTA, GA.: 

Victor No. 0, Si. 10 per doz.; Victor 
No. 1, $1.40 per doz.; Victor No. 1%, 
$2.20 per doz.; vo No. 2, $3.36 per 
doz.; Victor No. 3, $5.48 per doz. 


HANDLES.—Orders good. Prices have 
not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

No. 1 D spade shovel and scoop 
with steel D, $4.00 doz.; No. 1 D cot- 
ton seed fork with steel D cape strap 
and ferrule, $6.50 doz.; No. 1, D spad- 
ing fork handles with steel D cap 
strap and ferrules, $6.00 doz.; No. 1, 


41% ft., bent shovel handles, $4.00 per 
doz.; No. 1, 4% ft., bent spade han- 
dles, $3.50 per doz.; No. 1, 4% ft., 


plain manure fork handles, $2 50 per 

doz.; No. 1, 4% ft., with cap strap 

and ferrule, $4.00 per doz.; No. 1, 

6 ft., rake handles, $3.00 per doz. 
HARNESS GOODS.—tThere is a big 
demand for leather goods. Stocks are 
in good shape for the fall and winter 
business, and prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Per Doz. 
1 in. bridles with cupped blinds.$12.50 
14% in. bridles with cupped 
blinds eT OTT Pe ree > -50 
14 in. bridles with pigeon wing 
DUE to CG cccwue eet oneness ees 20.00 
1% in. bridles with square 
IMGS 1GG8 TONS 5. cn scvscnvese 10.00 
Leather Lines 
Per Doz. 
1 in. x 14 check limes.......6.. $36.00 
1 in. x 16 check lines.......... 39.00 
1% in. x 16 check lines........ 45.00 
1% in. x 18 check lines........ 51.00 
1% in. x 16 check lines........ 48.00 
1% in. x 18 check lines........ 54.00 
1 in. single wagon lines........ 24.00 


LANTERNS.—Lanterns are moving in 
nice volume. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. ATLANTA, GA.: 
Per Doz 
ie ss. sky edonussenne ese $22.25 
ROE EP PT EER re 8.25 
SEEM: 66 iWabhede kia eb¥ os bw eS RS 5d 8.25 
Blizzard regular ane 13.50 
BARTS WIRKDE- 3s oi-0.0 suse ci vgiee 8.50 


MEAT AND FOOD CHOPPERS.— 
These items are beginning to move very 
rapidly. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA: 
No. 1 Food Choppers, $18.90 per doz; 
— 2 Food Choppers, $23.10 per doz.; 
No. 3 Food Choppers, $29.40 per doz. 
No. 323 Meat Choppers, $2.28 each; 
No. 333 Meat Choppers, $3.85 each; 
No. 331 Meat Choppers, $3.50 each. 





POST HOLE DIGGERS.—Orders in- 
creasing. Stocks adequate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA: 
$14.00 and up. 


PULLEYS (HAY FORK).—Business 


fair and prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA: 

5-inch Nay fork pulleys, $4. 60 per 
doz. 


ROOFING.—Demand above average. 


Prices are the same. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA: 

1 ply smooth surface, $1.00 per roll; 
2 ply smooth surface, $1.20 per roll: 
3 ply smooth surface, $1.40 per roii; 
— or red slate surface, $1.95 per 
roll. 


SAWS (CROSS CUT).—Sales have in- 
creased during the last week. Stocks 
are full and prices steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA: 
Simonds Crescent ground cross cut 


saws. Nos. 13, 22, 113, 133, 324, 325: 
2 MISS eee $5.40 
a, AES SS, eee 6.00 
ere a Saree 7.00 
Atkins cross cut saws, Nos. 4, 5, 
me} 
Pi idteins tho ctabiite oaks eeep's $5.40 
fi ae et SS Ser 6.00 
Be ncok see wees he tka 63.53%: 7.00 
Cross cut saw handles: Per pr. 
LORIE: (IRSA A aR Coir as Are arena 30c. 
SUSE hss Sew ahsson eee aw shee bee 45c. 
UND. RaSh Wales ont 40:45.34.0'50 59085 32c 


SKATES.—Good business is reported 
on roller skates and stocks have been 
recently refilled. 

JOBBERS’ QUOTATIONS TO RE- 


TAILERS, ATLANTA, GA 

No. 5 Union roller skates, $1.75; 
No. 6, $1.75; No. 4, $1.65; No. 130, 
$2.00; No. 130L, I 4 

Skate keys, 30c. per doz.; extra 
a ea 10c. extra. 

Boys’, No. W1B, $1.15; Girls’, No. 
WwiG, $1. 20. 


SOLDER.—Orders steady, with prices 
firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA: 
Half and half solder, 36c. per Ib. 
Acid core solder (in 1 lb. spools), 66c. 
per lb. Acid core solder (in Ib. 
spools), 61c. per Ib. No. 4 babbitt, 
10c. per lb. Anti-Friction babbitt 
metal, 1&c. per Ib. 


STOVES, OIL, COOK.— Seasonable 
temperature continues to stimulate 
sales on this item, and good business is 
being met with well assorted stocks. 


JOBBERS’ Yah ee TO RE- 

TAILERS, 0.B. ATLANTA, GA: 
Nesco Perfect Cook “Teed —De- 

mand is steady, prices firm. 

No. 211 1 burner $6.65 each 





No. 212 2 burners . .. 12.20 each 
No. 213 3 burners . 15.84 each 
No. 214 4 burners 20.27 each 
No. 450L. 4 burner built- 
aa 40.54 each 
No. 400L 4 durner built- 
in oven ...... 37.05 each 
When high shelf is wanted add 
as follows: 
No. 1102 2 burners ....... $3.80 each 
No. 1103 3 burners ....... 4.75 each 
No. 1104 4 burners ....... 5.70 each 


Perfection.—Oil range, white porce- 
lain with built-in oven No. 339 with 
5 Superflex burners, $143; No. 279, 
$123. Oil ranges, black Japan, gray 
enamel trimmings (5 burners) No. 
189, $78.00. No. 89, $67.50; (4 burners), 
No. 187, $66.00, No. 87, $57.50. 

Stoves. —No. 74, 4 burners, $31.00; 
No. 73, $24.25% No. 72, $18 

Dealers’ discount on net ae 
of less than $100, 30 per cent; on all 
net purchases including and follow- 
ing $100 qualifying order, 33% per 
cent. On all purchases amounting 
to $250 or more during calendar year, 
annual bonuses of from 2 per cent 
to.10 per cent will be paid accord- 
ing to volume of business. 
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You Can HeEtp, Too, Mr. DEALER 


Pause a moment while we give something 
away, something of value, perhaps—an idea. 
As an independent retail dealer we believe 
your destiny and ours are one because we be- 
lieve the jobber is still the most efficient 
medium for the distribution of merchandise 
from manufacturer to retail hardware dealer. 





down at times we believe the fault is in the 
way it is used—not in the system itself. 


How do the great chains and mail order 
houses operate? A central warehouse buys 
and stores all merchandise, distributing it to 
the various units as needed. Goods are 
bought in enormous quantities and retailed 
thru the branch stores at prices which to 
some of you seem impossible to equal. 














Because the central unit controls its branches there is no selling expense, no duplication of 
effort, no necessity for unprofitable, broken lot shipments. The cost of distribution—from 
manufacturer to ultimate consumer—is cut to the bone. 


What of it? [I’m not a unit in a chain. It’s my privilege to buy from as many sources as I see 
fit, but if you jobbers can’t sell me goods cheap enough for me to compete with these chains, 
I'll buy all my merchandise “direct.” 


“Of course, Mr. Dealer”—but can’t we do something to cut down this cost of distribution? 
You know, and we know this excess cost, wherever it occurs, must be. passed on eventually to 
the consumer. The manufacturers can’t absorb it all—we can’t—you can’t. We exist for the 
purpose of supplying you with the most salable merchandise, in convenient quantities, as 
quickly and as cheaply as possible. It is to your advantage that we perform that function 
to the best of our ability. Can you help? We offer these suggestions: 


° Buy from as few sources as possible. The ad- 
Concentr ate Your B uy ing. vantage is mutual. You give your jobber a 
greater buying power which he can pass on to you in lower prices. Likewise you enable both 
jobber and manufacturer to anticipate your needs—another saving. 


n° y ible. Don’t ask 
Buy Standard Package Quantities. "i0o", so germe peer eg 78 
at wholesale prices. The extra expense of these broken lot shipments must eventually be passed 
on to you in higher prices—the jobber cannot absorb it all. y 


Spend Less Time in Buying and More in Selling. ¥2",,.0°%e" 
ing their merchandise from so many different sources of supply that the selling end of their 
business is beginning to suffer. The chains handle for the most part merchandise which sells 
itself or can be sold with little or no training. You are selling mostly quality merchandise. 
Salesmanship and an intelligent knowledge of your lines is needed to sell them successfully. 
Put more effort here, then, and less on “shopping around.” Pick your jobber carefully, then 
let him be your counsellor and your friend. He is vitally interested in your success—your con- 
tinued success—and it is to his best interests to sell you merchandise to that end. Natural, 
too, that the more valuable your account is to him the less it costs him to sell you. This sav- 
ing passes on to you—and to your trade—in lower prices. 


Mr. Dealer, we have been frank. Take what we have said, as it was meant, in a spirit of 
friendly cooperation and goodwill. We are about to start our second century of business life. 
The experience of those years, the valuable associations we have formed, the valuable help 
which we are giving our dealers in meeting present day conditions, are at your service. 


1829 Tue Geo. Worrnneron Co. 1929 


CLEVELAND 


If this system of distribution seems to break - 
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Puritan.—Oil range, white porce- 30, $29.70 per doz.; 33 x 33, $23.25 per 
lain with built-in oven, No. 249, doz.; 36 x 36, $27.50 per doz. 
$131. Oil ranges, black Japan, gray Crystallized paper lined, 24 x 24, 
enamel trimmings: $7.40 per doz.; 20 x 26, $8. 10 ag doz. ; 
5 burners, No. 129, $88; No. 59, $71. 28 x 28, $9.10 per doz.; 30 x 30, $10.70 
4 burners, No. 127, $75; No. 57, $60. per doz. ; 32 x 32, $12.60 per doz; 35 
Stoves, No. 44, 4 burners, $31; No. x 35, $15. 70 per doz. 
43, 3 burners, $24.25; No. 42 $18.50. Mahogany or walnut wood lined, 28 
Puritan discounts the same as on x 28, $16.96 per doz.; 30 x 30, $19. 65 
Perfection stoves. per ‘doz.; 33 x 33, $23. 25 per doz.; 
Ovens, Perfection. — No. 211, 36 x 36, $27.40 per doz. 
burner, plain door, $2.60; No. 2116, ee 
glass ‘door, $2.85; No. 142G, 2 STOVE LID LIFTERS.—This item is 
burner, glass drop door, $6.70. . Saat 
Puritan.—No. 42G, 2 burner, glass moving nicely. 
drop door, $5.75; No. 42, 2 burner, JOBBERS’ QUOTATIONS TO RE- 
steel drop door, $5.50. TAILERS, F.O.B. ATLANTA, GA: 
Dealers’ discount on Perfection and No. 0S, 75c. per doz. 
Puritan ovens the same as on Per- 
fection stoves. STOVE PIPE DAMPERS.—Orders on 
Wicks,—Oil Stove Wicks.—Perfec- ‘3 ‘ s 
tion and Puritan, $3.60 per doz. this item are increasing. 
$43.20 per gross. JOBBERS’ ed oe TO RE- 
Dealers’ discounts the same as on TAILERS, F.O.B. NTA, GA: 
Perfection stoves. Per doz. 
Perfection. — Portable kerosene- 5 inch dampers..........ccecsoes $1.25 
burning room heaters, No. _ 1690, 5% inch aes teens etd 
green and white porcelain, Pyrex 6 inch dampers.......-+-++++++++ 1 
TS SU CBE. 5 oscnct sce ecssenss 2.00 


Bore: Sicke, $10.28) No 1650, black 
rien Wallies cata” Geen, STOVE PIPE AND ELBOWS.—Sales 


drums, nickeled trimmings, 








be black drums and trimmings, are good and are being filled from ade- 
Dealers’ discounts the same as on quate stocks. 
Perfection stoves. JOBBERS’ QUOTATIONS TO RE- 
° TAILERS, B ’ 
STOVE BOARDS. — Orders continue Per 100 jts. 
ood. i r 29 gage 5 inch pipe............ $12.00 
sia Prices are the same 29 gage 6 inch pipe...........- 12.75 
JOBBERS’ QUOTATIONS TO RE- 29 gage 7 inch pipe............ 15.00 
TAILERS, F.O.B. ATLANTA, GA: 29 gage 7 x 6 inch pipe...... . 16.00 
No. 3 crystallized wood lined, 24 x 1 piece corrugated elbows, 40 
24, $12.25 per doz.; 26 x 26, $14.60 per gage 5 inch..............++.. 1.25 
doz.; 28 x 28, $16.00 per doz.; 30 x 1 piece corrugated elbows, 30 


ee i. a ee ee 1.35 
1 piece corrugated elbows, 30 = 
Sage 7 inch...............06- 1.95 


WELL WHEELS.—Business is fair and 
prices remain the same. 


JOBBERS’ quote er TO RE- 
TAILERS, F.O ATLANTA, GA: 
8 inch well aaenn $6.50 per doz.; 
10 inch well wheels, $7.50 per doz.: 
12 inch well wheels, $8.60 per doz.; 
14 inch well wheels, $9.60 per doz. 


WIRE PRODUCTS.—Sales fair and 
prices firm. 


JOBBERS’ quotas TO RE- 


TAILERS, F.O.B. LANTA, GA: 
Plain Smooth Wire Black Galvanized 
Gage Per 1001lb. Per 100 Ib. 

es SE eee a $3.50 $4.00 

De Sb-acdervnwastaawebes 3.55 .05 

ee a eters 3.60 4.10 

SE disevdesRoaenewwte> 3.65 4.15 

| BPP eRTT reer Pe 3.90 4.4 


16 ; 
Barbed Wire.—Per 80-rod_ spool, 
2-point light cattle, $2.75; 2-point 
light hog, $3; 4-point heavy cattle, 
$3.75; 4-point heavy hog, $3.95. 

Woven Wire Fence.—Per 20-rod 
roll, 726-14, $5.25: 882-12, $6; 939-11, 
$7.85; 1446- 121%, $11. 

Poultry-and Rabbit.—14 gage fence 
per 10-rod roll, 1635-14,. $4; 1918-13, 
$4.85; 2158, $5.50. 

Steel Fence Posts.—T” galvanized 
5 ft., 55c. each; formed painted, 35c. 
each: wick yay galvanized, 614-ft., 65c. 
each; formed painted, 45c. each; —" 
galvanized, 7%-ft., 70c. each; formed 
painted. 50c. each; yaad galvanized, 

8-ft., 75c. each; formed painted, 55c. 





Current Demand Is Slightly Improved 
Cl N Cl N N AT 4 —October Volume Shows Increase 


(Cincinnati office of HARDWARE AGE) 


CINCINNATI, Nov. 5.—A slight increase in the current demand for 
seasonal hardware articles coupled with a continued good demand 
for staple merchandise has brought the October volume of jobbers’ 
business above the level of September. Interest of consumers in 
denatured alcohol and anti-freeze mixtures continues unabated while 
demand for automobile heaters is showing a steady increase. 

Industrial employment continues at a good level and the mechani- 
cal industries report business to be good. An increase in construc- 
tion awards during the last forty-five days and announcement of 
several new projects have been factors in adding buoyancy to the 
local market situation. 

Continued tightness of money, however, has slowed collection 
somewhat, but the credit situation is still in a fair condition. 

Although retailers have made complaints about the condition of 
business, the volume of their business is still good and is better 
than that of retailers in other lines. 

The general strength of the market is well reflected in the firm- 
ness of prices. No changes have been made for about three months. 








AUTOMOBILE ACCESSORIES.—Sea- High Pressure Cords 
sonal items show no change, while tires ad Ee Sor bes $4.50 
etc, Wee: $10.00 $7.50 5.25 
mand, eS aeien: 14.20 11.50 9.50 
JOBBERS’ QUOTATIONS TO RE- SEEE4G. ...ciceve 8000 15.60 12.85 


TAILERS, F.0O.B. CINCINNATI: 
Balloon Cord Casings 


High Medium Low Balloon Inner Tubes 





and tubes continue to display good de- 30X38 74 . 
_ Le Se 10.90 8.90 | 

| 

| 

| 

| 


3rade Grade Grade DOEEAD oskawces $1.50 $1.29 
$11.55 $7.40 $5.95 et 1.60 1.40 
12.45 8.25 6.60 29x5.00 ... 1.75 1,52 

. 13.65 9.85 eS coor ian . *s 
E 2 $0x6,00 .....2.5 1.80 1.56 

14.15 10.25 8.40 31x5 25 9° 05 
16.55 12.30 10.10 i ee 2.05 1.84 
19.45 14.35 11.85 7 2 ere 2.40 2.16 
19.95 14.75 12.20 ee 2.50 2.30 
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High Pressure Tubes 


These prices subject to discount ‘of 
7% per cent on tires and 10 per cent 
on tubes. 

Polishing Cloths.—Blue Ribbon (re- 
tail 25c.), $1.80 a dozen. Lastic (re- 
tail 50c.), $3.60 a dozen. Kozak (re- 
tail $1.00), $7.20 a dozen. 

Polish.—HLF auto polish, 4, pint, 
50c.; 1 pt., $1;°1 qt., $1.50. 40 per 
cent off; Duco auto polish, 6 0z., 50c.; 
i. pt. $1; 1 qt., $1.50, 334 per cent 
off. 


BOLTS AND NUTS.—Current demand 
is fair. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Cut thread carriage and machine 
bolts, 60 per cent off list; rolled. 
thread carriage and machine bolts, 
60 and 10 per cent off list; stove 
bolts, 20 per cent off list; square, 
hexagon and tap nuts, 60 per cent 
off list. 


BOYS’ WAGONS.—Dealers continue to 
| stock this item. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

3unny wagon, 85c. each; grey- 
hound No. 483, $3.10 each; greyhound 
No. 493,* $2.85 each; greyhound No. 
497, $3.75 each; greyhound No. 697, 
$4.45 each; greyhound No. 293, $3.25 
each; scooter No. 108, $1.15 each; 
scooter No. 109B, $2.60 each. 


CROQUET SETS.—This item is quiet. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

No. 05, four-ball set, $1.25; No. 10, 
six-ball sets, $1.65; No. A, eight-ball 
set, $1.95; No. 3, eight-ball sets, $3.80; 
No. 1, eight-ball set, $2.80. 
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GRD 


Wood Screws 

Drive Screws 

Coach Screws 

Machine Screws 

Set Serews 

Cap Serews 

Saw Screws 

Thumb Screws 

Hand Rail Screws 

Speeial Automatic Screw 
Machine Products 

Stove Bolts 

Tire Bolts 

Agricultural Bolts 

Sink Bolts 

Hanger Bolts 

Machine Screw Nuts 

Stove and Tire Bolt Nuts 

Semi-Finished Nuts 

Castellated Nuts 





LYVVAVV RSV L LN 


S.A.E. Nuts 

Jack Chain 

ie a _ UNIFORM QUALITY and ADEQUATE STOCK 
cckadetilieds The CORBIN SCREW CORPORATION 

Ladder Chain The American Hardware Corp., Successor 

Sash Chain NEW BRITAIN, CONN. 


Esewtcheon Pins 
Speedometers 


CORBIN 


Warchousee—New York, Chicage, Philadelphia 
Western Factory—Dayton, Ohie 























For Every Bores Any arc of a circle 
Carpenter’s Tool Box 


No other bit like it. Sells to carpenters and 
woodworkers as soon as shown. A wonder- 
ful tool. . 






Combines many tools in one. Does the work 
of a chisel, gouge, scroll-saw or lathe. 






The Forstner Auger Bit is guided by its 
circular rim instead of its center, conse- 
quently it will bore any arc of a circle, and 
can be guided in any direction regardless 
of grain or knots, leaving a true, polished 
surface. 











Used for such work as core boxes, fine and 
delicate patterns, veneers, screen work, scal- 
loping, fancy scroll twist columns, newels, 
ribbon molding and mortising. 


















Sold singly or in convenient sets. Good ( 
profit. i 


FORSTNER 


Labor Saving 


AUGER BIT 


Send for Catalog and Discounts. 











The PROGRESSIVE MFG. CO. 
TORRINGTON, CONN. 
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DENATURED ALCOHOL AND ANTI- 
FREEZE MIXTURES. — Demand is 
very good. Jobbers anticipate that the 
year’s business will be a record. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Denatured alcohol in from 1 to 4 
drum lots, 61c. a gallon; in from 5 to 
9 drum lots, 59c. a gallon; in 10 drum 
lots or over, 57c. a gallon; in gallon 
lots, 72c. a gallon; in cases of 10 gal- 
lon lots, 71c. a gallon. 

Note. — The above prices are for 
August, September and October de- 
liveries. For November delivery 
there is an added charge of 1c. a gal- 
lon, and for December deliveries 2c. a 
gallon. There is a charge of $6 a 
drum, but this amount is refunded 
when the drum is returned. 


Eveready Prestone.—1% gal. cans, 
4 to case, broken cases, $3.80 a gal.; 
full cases, $3.60 a gal.; 1 gal. cans, 
to case, broken cases, $3.80 a gal.; 
full cases, $3.60 a gal.; gal. cans, 
12 to case, broken cases, $4.00 a gal.; 
full cases, $3.80 a gal. 

Ivo.—In one gallon cans, $1.85 a 
gal.; in 2 gallon cans, 3% gallon 


cans, 30 gallon and 50 gallon drums, 
$1.80 a gal. 


BUILDERS’ HARDWARE. — Increase 
in awards and announcement of new 
projects is sustaining demand. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Sash Weights.—Sash weights, $1.75 
per doz. 
Inside Sets. — Square bevel inside 
sets in case lots, $4.50 per doz. 
Butts.—3% in. old copper and dull 
brass butts, 14c. per pair in case 
lots; sand blast, brass finished butts, 
iSe. per pair in case lots. 


FIRE SHOVELS.—Cooler weather has 


stiffened the demand. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


No. 80, 50c.; No. 54, 70c.; No. 56, 
80c.; No. 56 Galvanized, 85c.; Never- 


16 inch, $4.55. 


FLASHLIGHT BATTERIES.—Demand 
continues good. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


break, 


2 cell baby flashlight battery, 13c. 
each; 2 cell tubular battery, 13c. 
each; 3 cell tubular battery, 19%c. 


each; small or large monocells, 6%4c. 


each. 


ICE SKATES.—Jobbers indicate that 
current demand is fair. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Common, 86c. a pair; Nickel Plated, 
$1.22 a pair; Hardened runner, $2.20 
a pair; Ladies, $1.20 a pair; Hockey, 
$1.15 a pair. 


LANTERNS.—Calls for this item are 
decreasing in number. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Hot Blast Lanterns. — Little Star 
lanterns, $7.75 per doz.;: Victor lan- 
terns, $8 per doz.; Monarch lanterns, 
$8 per doz.; O. K. lanterns, $9.25 per 
doz.; No. 2 Royal lanterns, $9.75 per 
doz. 

Cold Blast Lanterns.—Junior, $8.50 
per doz.; Junior brass, $15.75 per doz.; 
Junior brass nickel plated, $20 per 
doz.; Little Wizard, $8.50 per doz.; 
Little Giant, $11 per doz.; No. 2 
Blizzard, $13 per doz.; No. 2 D-Lite, 
$13 per doz. 

Wagon Lanterns. — Junior Wagon 
with bull’s eye lens, $17.25 per doz. 

Mill Lanterns.—Watchman’s_ mill 
lanterns, $25 per doz.; Underwriter’s 
mill lanterns, $27 per doz.; No. 
Blizzard mill lanterns, $39 per doz. 

Wall Lanterns.—No. 15, $35 per 
doz.; No. 25, $37 per doz.; No. 30, $37 
per doz.; No. 60, $9 each. 

Platform Lanterns.—Imperial, $15 
each; No. 1 Climax, $5.50 each; No. 
2. $6 each; Nos. 1 and 2 Climax 
Nested, $11.50 each. 


Display Stand and _ Assortment 


Lanterns.—No. 26 display stand, $4 





each; No. 26 display stand and as- 
sortment (12 lanterns), $14 each. 

Note.—A special allowance of 25c. 
per doz. is made on shipments of 3 
doz. or more. 


MOPS.—Demand is fair. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Betty Bright self-wringing mop No. 
10, $8 per doz.; Betty Bright self- 
a mop head No. 20, $4 per 
Oz. 


NAILS.—Business volume is well sus- 
tained. 


JOBBERS’ QUOTATIONS. By 2 RE- 
TAILERS, F.O CINCIN 
Common wire “came $2. oe cal tee. 


PYREX WARE.—Interest in this item 
continues at good rate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Round Casseroles.—No. 621, 60c. 
each; No. 622, $1 each; No. 623, $1.17 
each; No. 624, $1.33 each. 


Square Casseroles.—No. 653, $1.17 
each. 


Oval Casseroles.—No. 632, $1 each; 


No. 633, $1.17 each; No. 634, $1.33 
each. 

Round Pie Plates.—No. 206, lic. 
each; No. 208, 50c. each; No. 209, 
60c. each; “No. 510, 67c. each; No. 211, 
73c. each. 

021, 


Round Pudding Dishes.—No. 
40c. each; No. 022, 57c. each; No. 023, 
67c. each; No. 024, 80c. each. - 

53, 


67c. each. 

Oblong Bread or Loaf Pans.—No. 
213, 17c. each; No. 212, 60c. each; No. 
14, $1 each. 





PAINT SUPPLIES.—Business is fair. 


JOBBERS’ itn 4 TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Ready mixed house paints, $2.75 
per gal.; linseed oil, single barrels, 
79c. per gal.; turpentine, in 2 barrel 
lots, 63c. per gal.; white and red lead 
in 500 lb. kegs, 13%c. per lb.; less 10 
per cent. 


RADIO BATTERIES.—Jobbers express 
surprise at the continued good demand 


for B batteries. 


JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. CINCINNATI: 
Net price Net price 
each each 
less unit in unit 
Stock No. pkg pkg. 
Super B bat., No. 2138. $3,20 $2.97 
Super B bat., No. 22308 2.22 2.06 
B batteries, No. 10308.. 2.81 2.63 
B batteries, No. 2308... 1.88 1.75 
B batteries, No. 5308... 1.88 1.75 
B batteries, No. 2158... 1.31 1,22 
B batteries, No. 2156.. 1.31 1.22 
C batteries, No. 2370...  .38 35 
A batteries, No. 6...... .40 351% 
Note.—Nos. 21308, 5308, 2158 and 
2156 are in unit packages of 5; Nos. 
22308, 10308 and 2308 are in unit 
packages of 6; No. 2870 is in unit 


packages of 10; No. 6 is in unit pack- 
ages of 50. 


RADIO TUBES.—Current demand is 


very good and indications are that tubes 
will continue to feature in the winter’s 
business. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

MX199 general purpose tubes, $2 
each; MV199 several purpose tubes, 
$2 each; MxX201A general purpose 
tubes, $1.25 each; MX201B general 
purpose tubes, $2.50 each; MX200A 
detector tubes, $3.50 each; MxX240 
high Mu tubes, $2 each; MX112A 
power amplifiers, $2.25 each: MX171A 
power amplifiers, $2.25 each; MX280 
full wave rectifiers, $3 each; MX281 
half wave rectifiers, $7.25 each; 
MX226 amplifiers, $1.75 each; MY227, 
detectors, $2.50 each. 

These prices are subject to 50 per 
cent discount on Marathon tubes and 
40 per cent discount on Arcturus and 
Everready Raytheon tubes. 





ROLLER SKATES.—Demand is fair. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Nos. 4 and 5, $1.35 per pair; No. 6, 
$1.43 per pair; ’No. 181, $2.65 pr pair; 
No. 183, $2.75 per pair; No. 185, $2.75 
per pair; No. 101, $1.32 per pair; Nos. 
103 and 105, $1. 37 per pair. 


ROOFING MATERIAL.—Business is in 


fair volume. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Roofing Paper.— Light standard, 
85c.; medium standard, $1; heavy 
standard, $1.20; Light Holdfast, $1; 
Medium Holdfast, $1.35; Heavy Hold- 
fast, $1.60; K red and green slate 
surface, $1.80. 


Roofing Coating. —Coal tar, refined, 
Ib., 124%4c.; in’5 lb. cans, 9%c. per Ib.; 
barrel lots, 28c. per gal.:. coal tar. 
crude, in barrel lots, 24c. per gal.; in 
half barrel lots, 26c. per gal. 


Roofing Cement.—Liberty, elastic, 1 


Ib., 1214¢.; in 5 Ib. cans, Vise. per Ib.; 
in 10 Ib. cans, 9c. per Ib.; in 25 Ib. 
cans, 8c. per Ib. Certain-teed ce- 
ment, 36 lb. to the case, $4.25 per 
case; in 5 lb. cans, 12 cans to the 
box, 8%c. per Ib. 


; in 10 Ib. cans, 6 
box, 7%4c. per Ib. 


SCREWS.—There is no change in this 
item. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Flat head bright screws, 50, 10 and 
10 off list; flat head blued screws, 50, 
10 and 5 off list; round head blued 
screws, 50 and 10 off list; round 
head brass screws, 40 and 5 off list: 
vi at wire goods, 85, 20 and 5 off 
ist. 


cans to the 


SLEDS.—Cooler weather is bringing 
out a better demand. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


og inch, $11.20 a doz.; 


36 inch, $14.00 a doz.; 40 inch, $19. 50 
a doz.; 45 mie $21.20 a doz.; 51 inch, 
$25.20 a doz.; all prices quoted are 
net. 


. — Flyers.—33%4 per cent off 
ist. 


STOVE PIPE.—There is no change in 
this item. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Security Pipe.—28 gauge Blue, 6 
inch, $14.20 for 100 joints; 28 gauge 
polished, 6 inch, $20.00 for 100 joints. 

Security Elbows.—28 gauge Blue, 6 
inch, $1.50 a doz.; 28 gauge polished, 
6 inch, $2.30 a doz. 


VENTILATORS. — Demand is_ good. 
Prices on Deflektair ventilators have ad- 
vanced, 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Continental, Deflektair, metal cen- 
ter, No. 87, 8 x 37, $3.00 a doz.; No. 
117, 11 x 37, $4.85 a doz. 
iamond E, No. 02, $4.80 a doz.; 
No. 2, $5.60 a doz.; No. 3, $6.40 a 
doz.; No. 4, $7.60 a doz. 


WEATHERSTRIP. — Sales volume is 
steady. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Wood and Rubber.—No. 0, $16.40 
for 1000 feet; No. 1, $16.40 for 1000 
ft.; No. 1%, $18.30 for 1000 ft.; No. 

2, $21.00 for 1000 ft.; No. 7, $38.75 
for 1000 ft. 

Wood and Felt.—No. 71, $17.25 for 
1000 feet; No. 71%, $24.25 for 1000 
feet; No. 75, $39.50 for 1000 feet. 

Nu Strip.—In 500 foot reels, $15.75 
for 1000 feet. 

Dust Seal.—In 500 foot reels, 
for 1000 feet. 

Heat Seal.—In 500 foot reels, 
for 1000 feet. 


$26.75 


$31.00 
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INGCO Quality Makes The Sale 






We pride ourselves on 
both the material and 
workmanship of every 
rincco Bath Room Fix- 
ture that is shipped from 
our factory. 





We know that SOLID BRASS makes the best 

body, because it cannot rust and we also know that 

a Highly Polished, Heavy Chromium Finish over 

Wall Soap Dish No. 3795 that body insures permanent satisfaction in 
Packed % doz. in box. riNcco Bath Room Fixtures. 

Send for the Latest Catalog and Price List. 


AMERICAN RING COMPANY 


We also make 
Furniture 


Trimmings, Waterbury : 
Upholsterer’s ry Connecticut 
ails, Eyelets, : 
Grommets and Branch Offices: 
Washers. Boston—170 Summer St. New York—2 Hudson St. 


San Francisco—116 New Montgomery St. 
Chicago—29 E. Madison St. 
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SHELBY CHECKING FLOOR HINGES 


ADJUSTABLE PIVOT 








= : TOP OF DOOR 
PIVOT SOCKET t , , 
WASHER 
















ALIGNMENT SCREW 





BOTTOM OF DOOR 








FLOOR LINE 











PACKING NUT 
SPEED ADJUSTMENT 





TrE Si ime OIL RETURN TUBE 






=e SPRING / PISTON PIN 
HARDENED ROLLER CAM BALL VALVE 
HARDENED ROLLER PISTON 


WE HAVE A CHECKING FLOOR HINGE THAT WILL MEET EVERY REQUIREMENT 
WHERE A CHECKING FLOOR HINGE CAN BE USED 


We make Double Acting Checking Floor Hinges (illustrated) : 
In two sizes for pantry doors, office gates and use on interior doors of medium thickness. 
In two larger sizes for heavy interior and exterior doors; for theaters, offices, public buildings, etc. 
We make Single Acting Checking Floor Hinges: 
In two sizes for light and medium weight interior doors. 
In two heavier sizes for heavy interior and entrance doors to theaters, public and® office buildings. 
In three sizes for use on doors hung singly or in groups without mullions or with mullions where it is desired to have the doors 
center hung. Sizes take care of light, medium and heavy doors and are used extensively on vestibule and entrance doors in theaters 
and public halls, Shelby Door Stay and Holders are recommended to be used where it is necessary at times to have doors kept open. 
For details see Sweet’s Index or send for our No. 28 Catalog 


MANUFACTURED BY THE SHELBY SPRING HINGE CO. - - SHELBY, OHIO 


Coast Representatives—Pond Hdwe. Specialty Co., Los Angeles, Cal. 
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The PIKE Stropper 
For the Holiday Trade 
The Big 
DOLLAR 
Seller 


When Christmas shop- 
pers are buying safety 
razors and blades—show 
this Stropper. It sells 
© readily — gives en- 
tire satisfaction. 









loons The Blade Holder 

per- handles ALL 

ected 

Blade makes of flat safety 

Holder blades— keeps 

them in positive 

stropping position— 
strops them automatically 
with the correct diagonal 
stroke. 
Strop is FULL SIZED—- 
can be easily removed 
for stropping ordinary 
straight razor blades. 
Gives blades a wonder- 
fully keen edge quickly. 

owe "Way ahead of other 

Flat stroppers sold at or near 

aa the price. 

~ nied The PIKE name and rep- 


utation backs every sale. 
Packed in individual car- 


tons — one-half dozen 
cartons in Counter Dis- 
play Stand. 


ee g 

~ a 
a GS 
i. 7 >. Order now! 


If Your Jobber Cannot Supply You, 
Write Us. 





Pike Manufacturing Co. 
Pike, New Hampshire, U. S. A. 


PIKE 


Manufacturers of sharpening stones 
and specialties for over 100 years 
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4 EDLUND 4% 
EGG BEATER 


Made by the Manufacturers of 
EDLUND CAN OPENERS 


Easy to operate— 
smooth running—beats 
freely. Unusually 
strong—precision 
made —a guaranteed 
product. A quality item 
at a popular price. At- 
tractively made and 
packed for quick re- 
sale. 
Write for 
prices and samples 





~ Other lines include the famous 


EDLUND ‘gis®§ CAN OPENERS 
EDLUND JUNIOR 3 4°USEHoLo 


EDLUND COMPANY 


BURLINGTON, VERMONT 











THE “BIG PROFIT” nomen 


Jobbers have multi- 
plied their 1928 sales 
in scissors and shears 
with this modern as- 
sortment of “IVORY- 
Sas TONE” shears in its 

our novel display cabi- 

ure net. Note retail offer. 


Fon yoUe Home” 





THE POPULAR 


50c 


SELLER 
This original and prac- 
tical cabinet grips each 
Shear securely until re 
leased by the purchaser. 
Ships perfectly. No. 7340 
Assortment contains 1 dozen famous Oval brand “Ivory- 
tone” lacquered (4 ea. pink, white, blue) shears, 6”, 7”, 
sizes. 
pap RETAILERS can place an original order for 
a. CABINET to be billed through their 
Jobber. 


SALES PHOTOS FREE TO JOBBERS 


THE ACME SHEAR © 


100-800 Hicks Street 
BRIDGEPORT, CONNECTICUT 


’ 





Cabinet Assortment No. 7340 
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MERCHANDISING IDEAS 





Short Blade Knife and Fork 


A short blade knife and fork, incorpo- 
rating beauty and practicability, have been 
placed before the trade by Lamson & 
Goodnow, Shelburne Falls, Mass. These 
two items, known as “The Exemplar,” are 
made from best grade stainless steel and 
are mirror finished. The blade of the 
knife is about 3% in. in length, and the 
fork, with its four tines, has been designed 
proportionately. 

The handles are of a fancy shape and 
made of corfiposited celluloid, the center 
being white and the outsides of imitation 
pearl, furnished in four colors—gold, 
green, dark blue and rose. 

The handle of the knife is 5% in. long, 
and the fork’s handle 434 in. 

Great interest has been shown in these 
new items of table cutlery with their long 





handles and short knife blades. For many 
years the blade length of table knives did 
not change, and it was until only recently 
that popular interest made possible the 
manufacture of such items for general dis- 
tribution. 


Who Invented Scissors? 


The inventor of scissors is unknown. 
The oldest known models are _ simply 
bows with the two ends of the U flat- 
tened out to make a pair of opposing 
edges. The present day sheep shear does 














not differ very much from this. early 
model. 

When the scissor, as it is known today, 
came into common use is almost uncer- 
tain. The Museum at the Guildhall, 
London, England, recently acquired a pair 
of scissors which can be definitely placed 
as of the Restoration period. It is under- 
stood that they were discovered behind 
some old panelling in the house known 
as Queen Elizabeth’s Lodge in Epping 
Forest. 

Through tracing the guild marks found 
on the scissors, it was found that they 
were made in 1673. 





Enders Sales Co. Becomes 
Enders Razor Company, Inc. 


A recent announcement states that the 
Enders Sales Co., manufacturer of the 
Enders razor, is now known as Enders 
Razor Co., Inc. Offices are maintained at 
105 West Fortieth St., New York, N. Y. 

This is understood to be a change in 
name only, as there will be no change in 
ownership or policy of the company. 





Half a Dozen Christmas Tips 


In less than two months Christmas will 
be a memory! Here are six selling tips 
which should help sales in your cutlery 
department during the Christmas season: 

1. Thoroughly clean cutlery case and 
stock as frequently as necessary during the 
weeks preceding Christmas. More people 
will finger knife blades, dirty the glass case 
and in other ways prevent cutlery from 
making the best possible appearance. 

2. Thanksgiving Day means family re- 
unions, with large meat or poultry to carve. 
Feature carvers, grinders and shears, for 
they should have a good sale. 

3. Order Christmas twine, paper and 
labels now, before it’s too late. Such wrap- 
pings improve the cutlery purchase—al- 
ways a fine gift item. 

4. A half dozen packages of razor blades 
form a most useful and inexpensive gift. 

5. Every Christmas more dealers stock 
shaving powder, lotion and other shaving 
accessories. There is a good margin of 
profit, and, being related merchandise, they 
are not difficult to sell. 

6. Price cards, dealer helps, display 
stands, and manufacturers’ literature help 
retail salesmen to close sales during the 
busy shopping season. 











A New Table Meat Knife 


One of the latest cutlery innovations is 
the new table meat knife with a 3%-in. 
blade which which has been placed on the 
market by John Russell Cutlery Co., 
Turners Falls, Mass. 

This thoroughly practical short-blade 
knife is modern in trend. It can be had 
with grained white zylonite handles, which 
are 434 in. in length, as well as in green, 
blue, red and beautiful pyro-pearl. 

The lines and proportions of both blade 
and handle are graceful and well balanced. 


The knife is comfortable to use. The blade 
is of stainless steel with mirror finish. 

Stainless steel forks are available to 
match these knives. The forks can be had 
in the grained white or colored finishes, 
and are also entirely appropriate for use 
with any pattern of flatware. 








Handi-Set Kitchen Cutlery 


One of the newest innovations in the 
cutlery line has been brought out by Utica 
Cutlery Co., Utica, N. Y. 

Its Handi-Set consists of three kitchen 
knives constantly in daily use, hung in a 
neat and convenient rack. There is a bread 





knife with a serrated edge, a utility knife 
and a paring knife. All blades are of 
genuine stainless steel, tempered and forged 
to hold a keen cutting edge. 

The handles are finished with lacquer 
in the popular shades of blue, yellow, red, 
green and white. The rack is finished to 
match. 

This item makes a practical gift or 
bridge prize, etc., for it is attractively 


boxed. 
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CUTLERY 


DEMAND 


Says W. E. Pearce 


Swings Toward Quality 


Customer Resents It When He Is Sold a Knife That Won’t Act 
Like a Knife—After a Round with Drug-Store Competition, 
Hardware Merchant of Pleasant Hill, Mo., Wins with Blades 
That Cut—The Women Are More Interested Than Formerly 


UTLERY that cuts is what the careful consumer 

craves. Careless consumers—the minority, ac- 

cording to some retail testimony—can be per- 
suaded to buy almost anything with an alleged edge, so 
long as the price crawls at their feet. Those two ex- 
tremes fairly bracket the present cutlery situation, 
which, many hardware merchants believe, is climbing 
the hill of betterment. 

Among the cutlery optimists who optimize effectively 
enough to ring the cash register is Ernest B. Pearce of 
the W. E. Pearce Hardware & Mercantile Co., founded 
at Pleasant Hill, Mo., by his father in 1866. In a town 
of 2300 he does a cutlery business of at least half that 
many dollars. 

“This is a hardware store,” says Mr. Pearce, who 
likes to reason his way thivugh every practical ques- 
tion. “Here we sell first-class hardware. When a 
buyer comes into such a store, he expects to get some- 
thing good, whether he expects to pay a price to match 
or not. Cutlery is hardware. Consequently, quality 
cutlery is the only kind we like to sell. 

“Yes, we carry some of the cheaper lines. If the 
prospect insists, we show them the price-appeal goods, 
but we always try to appeal first with quality. We have 


never treated our cutlery trade in any other way. What 
we sell we prefer to guarantee. Cutlery sold out of a 
drug-store seldom has such backing. 

“The average man wants a good pocket-knife. Nine- 
tenths of the men call for quality in that item. Around 
here as many men carry good pocket-knives as used to 
carry them, contrary to the belief of some people. His 
pocket-knife is the average man’s most personal piece of 
hardware. It is a kind of a disgrace for him to be 
caught without a good one. 

“For a while—three or four years ago—the drug- 
stores bothered us with their cutlery competition. They 
leaned hard on flash and cheapness; as for quality they 
couldn’t say much truthfully. About the only thing 
those drug-store knives would cut was the price. You 
know what I mean: They weren’t the kind of knives 
we would be proud to sell. 

“Without a doubt, the drug-stores cut into our cut- 
lery trade. We noticed the slump, and it didn’t make 
us particularly happy. Our pocket cutlery business 
continued to sag until for some reason it took an up- 
turn. We think we know the reason: The drug-store 
price couldn’t stand up against our quality. 


(Continued on page 69) 
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SINCE 1731 THE MARK 
Pocket Knives 
Scissors and Shears 

Rasors, Safety Razors 

Manicure lastrumente 


Housebold Knives 
Professsonal Knives 
Carden Catlery 

Wood Carving Toole 





Announcing a new razor blade of 
remarkable properties 


by J. A. HENCKELS TWINL> 
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OF FINE CUTLERY 


Table Cutlery 23,800 items of fine 
Carving Sets cutlery, for every 
Scissor, Manicure and pervonal and pro- 

Sewing Sets fesionst we. = IC yg ee 


























CHRADE c)AFETY 


Push Button Knife 


No &; 
te liven ling 


<—_Safet 
Lock” 


Push the button and the blade opens auto- : 
matically. Safety slide locks the button with the blade 
open or closed. DOUBLE-LOCKED—the only Safety 
Knife that is actually Double Locked. It requires two 
motions to unlock and open the knife—therefore safe, 
both conveniently done with one hand. 


TRADE FVERLASTINGLY SHARP MARIO | 


Manufactured exclusively by 


SCHRADE CUTLERY CO. Walden, N. Y. 


Also manufacturers of a complete line 
of Schrade regular type pocket knives. 


Send for Catalog E. Factories: Walden, N. Y.—Middletown, N. Y. 



















President 
THE MOST POPULAR 
PROFESSIONAL CLIPPER. 
Highest quality throughout. 
Sizes 1-0A--00-000-0000. 


OSTHR HAIR CLIPPERS will enable you to do it. 
priced, widely advertised and well known. There is an ever-increasing sale 
for them in Hardware and Cutlery Stores. 

OSTHER clippers are of a design that assure complete satisfaction to the 


They are popularly 


user. They are well made and perfectly balanced. eir clean cutting 
action and comfortable grip have given them preference the world over. 

This big line is most complete. A _ selection of 14 models, from the 
small narrow plate neck shaver to the wide plate professional pattern clipper, 
enables you to pick patterns that satisfy all requirements. 


Write for Literature and Discounts. 


Model ‘‘H’’ Clipper, Large Tor- Model “‘D’’ Clipper, Narrow Plate 
sion Type. A LEADER EVERY- Professional Type. ALWAYS IN 
WHERE. Sizes 0-00-000. DEMAND. Sizes 0-00-000-0000. 





JOHN OSTER MANUFACTURING COMPANY 
RACINE WISCONSIN 
leader”’ 


‘“‘Not the oldest manufacturer, but the 
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MORE PROFITS 


with 


THE 
CHENEY 
GRINDER 






A rugged grinder which is well adapted 
for the hard usage which the farm and 
repair shops demand. Also useful for the 
smaller jobs because of its compact design. 


Model shown is Type 4-B 


Catalog and prices sent on request. 


S. CHENEY & SON 


MANLIUS, N. Y. 











The Gem Sells Itself 


With This Display 


on Your Counter 


H E customer 

who comes in 
to purchase other 
things pauses to 
buy a Gem or Gem, 
Jr. The Gem dis- 
play means extra 
sales. 


All customers like 
these handy nail- 
clippers because 
they trim nails and 
hang-nails perfectly, 
and work easily 
with either hand. 





Gem 50c. 


Copy ap- 
pears regularly in The Saturday Evening Post, Collier’s, 


The only nationally advertised nail clippers. 


and Judge. 


Transparent Du Pont “Cellophane” 
— protects them from rust, dust and 
tarnish. 
The convenient prices—35 and 50 
cents—appeal to every customer. Get 
a Gem display from your jobber to- 


A day, and catch those extra sales. 


THE H. C. COOK CO., Ansonia, Conn. 








| 
| 











The CUTLERY 


Question Box 


Cutlery Manufacturer’s Representative Writes Inter- 

esting Comment on Points Raised by S. Edward 

Rose, in Discussing Recent Question Box Commit- 
tee’s Answer to Cutlery Question.* 


HE lowly 10-cent paring Knife, mentioned by a 
reader addressing the HarpwareE AcE Cutlery 
Question Box, is responsible for bringing to light 
some highly interesting and instructive comments on 
cutlery merchandising. The basic points involved are 
equally as applicable to other lines handled in hardware 


| stores, therefore we urge you to read and study the 


comments as published. Your own views would be most 
welcome. 

In the Sept. 5 issue of Harpware AcE the following 
question and answer was published in the Cutlery Ques- 
tion Box: 


Question—My store is located near a 10-cent 
store. Would you suggest stocking a 10-cent paring 
knife? B. E. B., Ohio. 


Answer—Yes, I would stock a 10-cent paring 
knife, but would not display it very much. I would 
not try to compete with it. Have it for the cus- 
tomer who asks for a 10-cent knife. Display good 
paring knives selling for from 25 cents to 75 cents, 
and always show the customer the good ones. There 
is no satisfaction or real service in a 10-cent knife 
and your customers know it. Induce them to buy 
a better one for their own satisfaction. 


In the Oct. 3 issue, in the same section, S. Edward 
Rose, president, Barker, Rose & Kimball, Inc., Elmira, 
N. Y., took issue with the Question Box Committee 
answer. The latter tell us they agree in part with Mr. 
Rose, but that they also disagree with certain points. 
Of course, the brevity of the committee answer, han- 
dicapped somewhat, a more detailed analysis of the 
subject. In the meantime, an equally interesting letter 
is received from a representative of a large cutlery man- 
ufacturer. This letter was inspired by Mr. Rose’s com- 
ment. The letter follows: 

New York, N. Y.—The contention of Mr. S. Edward 


| Rose that the answer to the first question in the Cutlery 





Question Box of your Sept. 4 issue involves a funda- 
mental principle seems to be founded on a false premise. 
Had the inquirer been advised not to stock a 10-cent 
paring knife because such knives are sold in chain stores 





*Readers are invited to comment freely on the problem 
discussed in the above letter by Mr. Hinchman. Address 
your letter to Cutlery Question Box, care of HARDWARE 
AGE. 


(Continued on page 68) 
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_ RANSON 











The 
Weighmaster 


LOOK AT 
=. FSI 


Russell Again Meeting the 
Style Demand 


THE newest and smartest thing in 
cutlery—short blade table meat 
knives interpreted by Russell! The 
only stainless steel short bladed knife 
—designed to match Russell's stand- 
ard lines—and standard to Russell 
quality. Hand forged stainless steel 
bolster and blade... mirror fin- 
ished . . . and obtainable in grained, 
colored or Pyro Pearl handles. Rush 
your order now! 


RUSSELL 


GREEN ZR ivs ® 


CUTLERY 





JOHN RUSSELL CUTLERY CO. : Turners Falls, Mass. 





Automatic Scales 


HANSON SCALE CO. 
Established 1888 
523 N. Ada St., Chicago. 
Makers of Health, Kitchen, Utility, Diet, 


Postal, Nursery, and.Dairy Scales, Hang- 
ing Balances, Scoops and Attachments. 










Kitchen Scale 
No. 1170 





Genuine Sheffield Steel 
Made in England 








Mitchell” 





= GUARANTEED — 
_ SHEFFIELD ENGLAND. 


BIGGER PROFITS 
and More Shaves 


Dealers, here is the razor blade you have 
been waiting for. Made of famous Shef- 
field Steel, imported from England. Gives 
an almost unbelievable number of shaves. 
Stock and push this blade. It will make 
friends, sales and profits for you. Order 
from your jobber. If he doesn’t have the 
MITCHELL—vwrite to us. 


Manufactured by R. S. Mitchell, 
SHEFFIELD, ENGLAND 


KRANISH BROTHERS, Inc. 
Sole U. S. A. Representatives 


10 WEST 37th STREET NEW YORK, N. Y. 











gMURPHy, SLOYD 


and 
a Wy) may MANUAL TRAINING 
KN 9 R. MURPHY’S STAY SHARP 
MADE SHARP AND STAY SHARB Knives have met the most 


exacting requirements so satisfactorily over % of a cen- 
tury that they are standard equipment in schools the 
world over. Are you in a position to supply your neigh- 
borhood schools? Write for Catalog and prices. 


ROBERT MURPHY’S SONS CO., Ayer, Mass. 


Also Manufacturers of Shoe, Oyster, Roofing, Paper Hangers’, Etc. Knives. 
A Complete Line. 































= Fletcher “QUICK TIP” @z= 
= wt i ¢ > Holder - wt 


THE NEW TYPE CUTTER 


A MONEY SAVER A TIME SAVER 
STANDARD “PATENTED” MECHANICALLY 
DESIGN SOUND 








A WHEEL FOR EVERY PURPOSE 
Prices and samples on request 





Territory open for responsible salesmen _call- 
ing on the Hdwe., Paint and Glass Trade. 











P REFILLS 
ame = No. 01 General Cutting 
GOLD TIP No. 04 Plate Glass 
s No. 06 Opalescent Glass 
New York Office Mid West Branch 


Factory 
J. Palmer White, The Fletcher-Terry Co. Lloyd E. Jennings 
258 Broadway Forestville, Ct. Findley, Ohio 
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this 
stock of 


DEXTERS 





Turse few Dexter knives in just a few sizes enable 
your Cutlery Department to fill the knife wants of 
meat market men. You can base your assortment 
on these items for a minimum stock, a small invest- 
ment and a fine profit. 


Harrington Cutlery Company 
Southbridge, Massachusetts 








Curiosity 


Creates Customers 


GOOD window display is the 

best cutlery salesman you can 

engage. No man can resist 
the glitter of a well-arranged knife 
assortment; it stops him every time. 
Once his interest is aroused it’s an 
easy step to a profitable sale; profit- 
able not only in the gain from that 
one sale, but in the building up of 
good-will for continued business. 


The merest novice of a window- 
trimmer can qualify with the best 
by taking advantage of the display 
ideas in Hardware Age. 


























would it necessarily follow that all items carried by the 
chain store should be eliminated from the dealer’s stock ? 
On the other hand, should a dealer stock all hardware 
items or any other items because they can be purchased 
in a chain store? 

The buying public is of many classes, social strata, 
likes and dislikes. Since the beginning of the chain stores 
there has come into being a class of public that is “chain 
store minded.” The hardware dealer must realize that 
he cannot keep these people out of the chain store even 
by displaying, in a conspicuous manner, merchandise of 
like character and sale value. Is it then to his advantage 
to teach the better buying public to regard his store as 
a second-best chain store or should he, rather, cater to 
those who want quality and take what comes to him 
from the chain store minded class without trying to 
attract them by displays of chain store grade merchan- 
dise? 

The trend in the hardware business today is for 
cleaner, brighter, more uptodate stores with wall cabi- 
nets and counter fixtures of the finest types where are 
displayed goods of the best grades. The whole store 
stresses quality. Surely it would be poor psychology to 
conspicuously display principally the chain store grade 
of merchandise as a lure or bait to bring all classes of 
the public into the store for the reason that this kind 
of merchandise appeals mostly to the chain store minded 
and would not induce any other type to enter the store. 

Is it not also poor psychology to educate the public to 
buy chain store grade of merchandise? It would seem 
a much wiser policy to educate them toward quality. 
Would a jeweler stocking fine watches, real jewelry and 
diamonds help or harm his business by making conspic- 
uous displays of toy watches, brass rings and glass gems 
with the idea that he could entice worthwhile customers 
into his store and then sell them real jewelry? Would 
a Packard or Cadillac dealer put a Ford in his window 
as a lure? All cars on the roads are not high-priced ones. 
There are plenty of the cheaper ones because the pur- 
chasers of these did not have the price for the better 
grades, but this cannot be said of hardware. The dif- 
ference in cost of chain store merchandise and hardware 
of the best grade is usually a matter of pennies or at the 
most a dollar or two. It is seldom the case that a cus- 
tomer cannot afford to pay for a high-grade article in 
hardware. 

Why need the high-class store stoop to chain store 
quality or, rather, lack of it? Let us repeat: have some 
of that grade for customers who want it but educate 
them to quality merchandise by attractive displays of 
goods of merit and real service. 

If the average dealer is suffering from the assump- 
tion by the public that he runs a high-price store (and 
please note the “if’’), it may be that the public is partly 
right. Perhaps there has been too strong a tendency to 
price merchandise too high. Perhaps there has been a 
sort of habit to put a certain percentage of profit on 
nearly all items instead of pricing them with regard to 
market value and utility value. More attractive prices 
may reduce percentage of profit but increased sales will 
produce more actual dollar profit. : 


(Signed) Frep B. Hincuyman, New York Manager, 
John Russell Cutlery Co. 



































Cutlery Demand Swings 
Toward Quality 


(Continued from page 64) 


“Understand, the druggists are still selling pocket- 
knives, and what they sell doesn’t help us any; never- 
theless, we don’t notice the difference in our trade as 
we formerly did. We are convinced that the average 
man wants a sharp knife in his pocket and resents it 
when someone sells him something that looks like a 
knife, but never acts like a knife. 

“As I see cutlery demand, it is swinging around to- 
ward quality once more. If a drug-store knife fails 
of its purposes completely and the customer complains, 
the druggist may lose interest. We don’t, even in a 
doubtful case. We take the knife back. 

“If it is really faulty, we can fall back on the fac- 
tory. If not, we absorb the grief. When we return a 
knife to the factory the fault has to be pretty plain. 

“Our biggest seller is a pocket-knife that costs the 
customer from $1.50 to $1.75. Usually it is a three- 
blade farmer’s knife, with a punch, a spaying blade and 
a clip or spear blade. Naturally, such a knife sells, with 
few exceptions, to the man who has farm work to do. 

“The town man doesn’t care to carry so heavy a 
knife in his pocket. He is apt to buy a pen-knife and 
cheerfully pays a dollar for it. Probably 10 per cent 
of the pocket-knives we sell are bought by women. They 
buy them as gifts for their men. 

“Can you imagine a more acceptable birthday or 
Christmas gift for the ordinary man than a_ pocket- 
knife? Of course, the woman buying a pocket-knife 
for her son, brother or husband, often relies completely 
upon the judgment of the hardware merchant. It is his 
chance to make good, or get in bad with the critical 
recipient. 

“Kitchen cutlery? The women are calling for bet- 
ter merchandise. It used to be that the housewife would 
come in and ask for a butcher-knife without displaying 
any curiosity about the kind of a knife she was buying. 
Not so nowadays. She wants to know if it’s a good 
knife, and, if it is, she’s glad to have you tell her why. 

“With us stainless steel is becoming more popular 
than ever in kitchen cutlery. Knives of that material 
keep their edge. Complaints that they don’t have never 
been lodged by our customers. In fact, there is less 
trouble in this respect than we used to have with our 
old carbon knives. 

“As most hardware men know, what might be called 
dressmakers’ cutlery no longer sells in such volume as 
formerly. That is because there are fewer dressmakers, 
professional or domestic. My wife bought a house dress 
for 79 cents the other day. She said she couldn’t have 
made it for $1.50. 

“However, most of us are staying home a little more 
than we used to stay. We use the automobile in our 
business and pleasure, but we don’t let it boss us around 
so much. Maybe more home-made dresses will be worn. 
If so, more scissors will be sold. But cutlery in general is 
in as good demand as it ever was, and we intend to keep 
pushing it as hard or harder than we ever did.” 
(Continued on page 71) 
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HE Radium Blade 
started a new era in 
razor blade service. Shavers 


quickly found their wonder- 
ful service and dealers soon 


added 


RADIUM 













Send a5 = — 
for : og 
Pees @> Gillette 
type 
Samples bs Holder 


WHE BETTER BLADE 
OTTO ROTH.INc. NEWARK.NJ. 


BLADES 


to their stock. Today 
Radium Blades stand high- 
est in dealer satisfaction, 
customer service and con- 
stant profit. 

It’s the better blade and 
every dealer has proven it. 
Let us send you samples. , 

Made by the Radium Cutlers of Newark 


OTTO ROTH, Inc. 














Distributed by Wiebusch & Hilger Ltd. 
7 106 Lafayette St., New York. /) 











There’s REAL MONEY in displaying 
and pushing the 


EASY 
COMPACT HAN GER 








All you have to do is place two on dis- 
aly play—one open and one closed—and they 

\} sell themselves. The low price makes for 
quick and easy sales. If your jobber cannot 
supply you send your order for a sample 
dozen today, shipped with usual trade dis- 
count. 














Strongly built of steel, finely finished in 
Japan and will last a lifetime. Will not 
rust. A dozen or more garments can be 
hung on this popular priced HANGER, yet 
when not in use it folds to less than 5” 
of space. Can be attached anywhere, creat- 
ing a dozen times more storage space. 
Invaluable in Home, Office or Club. 








Manufactured by 


EASY HONE COMPANY 
16 West 22nd Street, New York, N. Y. 


Distributors wanted for this fast selling 
specialty. Write for territory and prices. 
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This 





Picture 
shows you 


= 
x the 


RED CROWN 
is the BEST 


50-cent screw driver 
on the market 


OOK at the “X-ray” picture of the 
Bridgeport Red Crown shown at the 
right. See how the one-piece blade runs 
clear through the handle—that’s why it 
withstands tremendous leverage. Observe 
the hexagonal head—that’s why the Red 
Crown takes the hardest blows of a ham- 
mer, and why the handle won’t turn. It 
is these features that make the Bridgeport 





Red Crown the best fifty-cent screw 
driver. 
Sell Bridgeport Red Crowns! The strik- 


ing metal display stand shown below is 
supplied to you absolutely FREE! If 
your jobber can’t supply you, write direct 


to ux—NOW! 







Below is shown the Bridge- 
port Red Crown assortment— 
4 dozen each of 4", 5” and 6” 
screw drivers. It costs yor 
only $4.00 and sells for $6.00. 











THE Briwcerport HarpwareE Merc. Corp., Brincerort, Conn. 
The World’s Largest Makers of Screw Drivers 


Bridgeport 





TRACE 


| other matters of store interest. 





THE CHOICE OF MEN WHO KNOW TOOLS 


Hubert Day & Sons Combihe 


Music and Hardware 


(Continued from page 33) 


some musical instruments are displayed on the third floor 
and at the front and sides of this room are the music 
studios. This floor is reached by an elevator. 

Service is of outstanding importance in the conduct 
of a retail hardware store in the opinion of the manage- 
ment, which aims to render service of the highest effi- 
ciency. This includes promptness in taking care of 
customers and in rendering repair service on such mer- 
chandise as radio equipment and washing machines. A 
radio repair room and a general repair room are main- 
tained in the basement and prompt service is rendered 
by competent workmen. 

The store is divided into ten or more departments, each 
in charge of a man who is familiar with all the merchan- 
dise in his department and who is responsible for his 
department. The store believes in female help and has 
a saleslady in nearly every department. 

The store force consists of twenty-two persons. Once 
a month a banquet for all employees is held in the music 
room, and after the banquet various sales and other store 
problems are discussed. 

The store makes no attempt to stimulate sales by 
offering merchandise at any time at special prices. The 
only exceptions are clearance sales that are held twice a 
year. Salesmen are not hired to pull doorbells promiscu- 
ously in search of prospects. However, the store closely 
follows leads for sales of radio equipment, washing 
machines and builders’ hardware. In the spring it con- 
ducts a big demonstration in paints, mailing out folders 
and giving away samples at the store. This has proved 


| unusually successful in boosting paint sales. 


The store believes in advertising, and uses a liberal 
amount of advertising space in the same position in a 
local paper each Saturday. This advertising is unique in 
that it keeps away from the usual cut-and-dried display 
advertising with cuts. Seldom are prices mentioned. 
However, a full page is used occasionally and then prices 
are given. The usual Saturday advertisement is made up 
of brief news items calling attention to new goods and 
Sometimes names of 
purchasers of such items as washing machines are listed, 
or the name of the first buyer of a new model of stove. 
The advertising has sufficient news and human interest 
to make sure that it is read. 

The policy of the store is well indicated in one of the 
advertisements in a several page section devoted to the 
store in an issue of an Elyria paper at the time of the 
opening of the new store. This advertisement said in 
part: 

“Honest service and square dealing have their reward. 
It has been the policy of Day’s Hardware and Day’s 
Music Store to give just a little more service, a little 
more quality than was expected. The customers’ welfare 
and good-will have always been our deepest concern.” 

Hubert Day has been engaged in the hardware busi- 
ness in Elyria for 31 years, having purchased an estab- 
lished stand in 1897. Associated with him in business 
are his two sons, H. Kellogg Day and George M. Day. 
H. G. Seeley, who has been with the store over twenty 
years, is manager of the hardware department. 
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Toward Quality | You Can Say: 


| 
In the Pearce cutlery department is a stock-control | I H replace " two 
case for pocket-knives that sells and keeps stock at the 
years from today— 


same time. It is furnished by one of the large jobbing 
houses. This case is 6% ft. long and 11 in. wide. It ’ ; : : 
kas a slanting glass face which protects the cutlery from if this Rixson Door Check is not 
casual pawing, yet shows off the knives against a green giving perfect satisfaction” 
velvet background. 

The case, 3% in. high in front and 8 in. high in the 
rear, is arranged in two sections with two drop doors at 
the back. The velvet-covered boards, on which the 
knives—45 of them—are shown, can be withdrawn from 
the case and placed under the eye and hand of the se- 
riously interested customer. 

Each knife pattern is numbered and priced. That 
case sells knives right along, and is a silent sentinel 
guarding against two mercantile menaces—shortage and 
over-stock. There is enough room under the boards for 
a small surplus. 


Cutlery Demand Swings | 


(Continued from page 69) 





Capt. P. J. Roberts of Western Cartridge Co. 
Wins Wimbledon Cup at National ! 
Rifle Matches | 


Here is Captain Paul J. Roberts, well known representa- | 
tive in the Pacific Northwest territory for Western Cart- | 








The two-year guarantee on this Single Act- 
ridge Co., East Alton, Hl., with the Wimbledon Cup which | ing Overhead Check means additional sales 
power for you. By all means pass our guaran- 
tee along to the user. What can swing sales 
| more readily than such a responsible assurance 
against any defect? Your customer can expect 
many times two years’ service with complete 


certainty. 


You may judge the standards of material 
and design built into such a check. In addi- 
tion it is compact, neat in appearance and very 
easy to apply. No change in the mechanism is 
required to operate right or left hand doors. 


Rixson “1924 Model” Single Acting 


DOOR CHECK 


THE OSCAR C. RIXSON COMPANY 


4450 Carroll Avenue Chicago, III. 


New York Office: 101 Park Ave., N. Y. C. 
Philadelphia Atlanta New Orleans Los Angeles Winnipeg 








he won at the recent National Rifle Matches at Camp Perry, 
Ohio. 


| 

The Wimbledon Cup is one of the oldest and most famous | 
| 

| 

| 

| 









trophies in amateur competition and represents the long We] [ 
range military rifle championship of the United States. 
Captain Roberts shot a possible score of twenty consecutive 
bull’s-eyes with fourteen of these shots in the inner of “V” | 


range. 











Builders’ Hardware 


Western's lubaloy boat-tail match ammunition was used Overhead Door Checks Casement Operators & Hinges 
" H i . ’ eas Floor Checks, Single Actin oncea ransom erators 
by Captain Roberts. The company’s ammunition was used Pisce Chases, euhio Acting Adjustable Ball Hinges 


by winners of many other important events at the 1929 | sehr raga say megade Serie 


Camp Perry matches which were the largest attended and 
the most successful matches in the history of rifle shooting. | 
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(Illustration is half size) 


NIGHT LATCH 
No. 3515 a a A 


Show it and 
you'll Sell it 


EALERS find this 

Night Latch an un- 
usually popular—fast-sell- 
ing number— good the 
year ’round. The case 
and strike are of very 
heavy steel, in attractive 
Ivory Black finish. 


Full size cast brass cylinder with five 
pin tumblers. 

Solid brass bolt, knobs and cylinder 
ring. 

83 milled nickel 











The EAGLE 
Quality Line 





Night Latches 
Trunk Locks 
Front Door Sets 
Cabinet Locks 
Store Door Sets 
Padlocks 

Wood Screws 
Stove Bolts 


silver keys. 
No. 3515 may be deadlocked from 
outside by key or inside by stop. 


No. 3515-D may be deadlocked 
from inside by stop. 








Priced for Your Profit 


EAGLE LOCK CO. 


GENERAL SALES OFFICE 


26 WARREN ST.,NEW YORK 


REG. IN U. 8. PAT. OFF. REG. IN U. 8. PAT. OFF. 
Branches—521 Commerce St., Philadelphia, Pa. 


177-179 N. Franklin St., Chicago, III. 
114 Bedford Street, Boston, Mass. 





Works at Terryville, Connecticut 





























Implement Federation Meets 
in Chicago 
(Continued from page 40) 


booklet setting forth the best findings in recent studies of 
the cost of doing business. 

Another resolution branded manufacturers’ retail stores 
as unethical. The federation recommended that dealers 
base their contract specifications on the average for the 
previous five-year period. The Capper-Kelly resale price 
bill before Congress was again endorsed. More judicious 
retail advertising was urged. 

At one of the sessions Alexander Legge, chairman of 
the Federal Farm Board and former president of the In- 
ternational Harvester Co., spoke informally, as did J. A. 
Craig of Janesville, Wis., former president of the National 
Association of Farm Equipment Manufacturers. 


Stocks and Bonds, Oh! Oh! 


(Continued from page 35) 


my “position” was especially good. After cogitating 
very seriously over his advice, I sold the entire line of 
stocks and made a very satisfactory profit, and so ad- 
vised him. He replied over the telephone that he was 
very sorry, that we might have one or two dips in the 
market, but that later in the fall he looked for a’ real 
“bull” market. 

After a while there was another break in stocks, and 
he promptly sent me a list of stocks I should buy. I did 
not buy them. However, I must admit that after the 
“tertiary” break I did buy a few stocks and then when 
the fourth and fifth waves of selling came, I stopped 
bragging about my good judgment as a speculator. How- 
ever, yesterday, I bought some more just to average up, 
but these stocks are paid for and are going into my 
little tin box and they can wait. 

All this goes to show that a financial adviser is a 
good thing in advising you when to buy stocks, what 
stocks 'to buy and when to sell. I say they are a good 
thing and worth the money paid to them to give the 
advice, but whether you follow their advice or not is 
an entirely different matter. I just like to know what 
they think and the reasons why they think this or that. 
If I had followed my financial adviser’s advice for the 
past year, and if I had done it on a large scale, I haven’t 
the slightest doubt I would have been bankrupt, but 
from time to time he does give me some good points, 
and he has been fairly good at telling me the kind of 
stocks to buy. 

There is one thing I have learned about buying and 
selling stocks, and I have been engaged in this pastime 
for many years. Almost everybody knows when there 
is a panic and when stocks are selling at record low 
levels, that is a good time to buy. You do not need an 
expert financial adviser to tell you this, but where most 
busy men do need advice, I mean men who are compelled 
to invest their surplus, is the kind of stocks to buy. That 
is where a well posted financial adviser is of great help. 

The most important thing, next to the kind of stocks 
to buy is to know when to sell, and my experience with 
bankers, financial advisers and brokers has been that they 
seldom or never tell you the right time to sell. Knowing 
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what to buy is about 60 points in the game; knowing 
when to sell about 30; and knowing when to buy about 
10. Practically all of the people in this country who 
have lost millions and millions of dollars in the past 
week could have sold their stocks about two weeks ago 
at a very handsome profit. They have lost their money 
because they did not know when to sell. 

It is generally believed that when an individual or a 
corporation has money out on call, that it is perfectly 
safe. Here in New York yesterday, I met a man who 
happened to have $500,000 out on call with a certain 
institution. This man, to tell you the truth, was very 
much worried about his call loan. 

When you loan money on call, in the first place you 
cannot loan less than $100,000, you are handed your 
receipt for your money. It states clearly on this receipt 
that the loan is made for you at your own risk. It 
is only fair to say, however, that there has never been a 
loss that I know of where money has been loaned on call 
through any of our leading banks. The trouble is that 
sometimes large sums of money are loaned on call 
through concerns that have not the financial stability of 
a national bank. 

The moral I would draw from the recent debacle on 
the Stock Exchange is that one should never speculate 
unless you are fully able to lose. The game works all 
the time against the amateur speculator who buys on 
margin. The percentage to win is constantly against 
you. Now, however that prices have reached bottom, 
we are delighted and grateful to note that the leading 
banks of the country are stepping in, buying stocks and 
supporting the market. 

The prospects for a Merry Christmas are very dim 
in a good many families where the head of the family 
had dreams of growing rich quickly through speculation. 
Little Willie may find in his stocking an apple and an 
orange instead of an electric train of cars, but we cer- 
tainly do feel grateful to our bankers for stemming the 
tide of liquidation. It does seem, however, to an amateur 
that they waited a very long time before coming to the 
rescue. 

Good bonds at present prices are an inviting invest- 
ment. 





Hayhooks Are Excess Baggage Today 


N the “Hectic Seventies” bales of hay were trans- 
ported by railroad companies in open cars. The 

caboose on each freight train had as a part of its stand- 
ard equipment long poles with hooks attached. These 
poles were hayhooks with which the trainmen threw 
burning bales of hay from the open cars. 

In 1890 a superintendent of one of the great railroad 
systems of America, traveling on a freight train, noted 
these long poles in the caboose. He asked the train- 
men for what they were used. They didn’t know. 

When he went back to his office he asked several of 
his subordinates why these poles were part of the stand- 
ard equipment of freight trains. They told him they 
didn’t know. Finally the superintendent found that they 
were hayhooks, the utility of which had long since ended. 
He therefore issued an order abolishing these useless 
hayhooks as part of the standard equipment. 

How many hayhooks do we have in government ? 





—The Tax Digest. 


Every Manin 


needs a set,/ 


OU will notice an instant increase in small 

drill sales when you place one of these attrac- 
tive display cartons on your counter. The reason 
is that every man needs one of these handy Drill 
Sets—but doesn’t know it! 

And many dealers find that, along with a Set, 
they can sell a hand or breast drill. 

There are six Sets in the Carton; eight drills to 
the Set. Ask your jobber for prices—Carbon Steel 
Carton No. 260; Cle-Forge High Speed Steel 
Carton No. 570. 


x TWIST DRILL 
CLEVELAND 


ow 








New York, Chicago, London, San Francisco 
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Ratchet 
\\ Screw Driver 


Ye Sets 





SELL 


Mechanics and 
amateurs want this tool when 
they see it. Its outstanding 
merits sell it on sight. 





Ratchet works easily and is extra 
strong. Handle made with a solid 
metal core and ferrule. 

Blades are interchangeable—made of 
finest tempered tool steel. This driver 
has tremendous power and handle is 
insulated. Two sizes: Large and 
Junior. Each set packed in display 
container. Quick sellers. 

Write for prices and name of nearest 


jobber. 























NEMCO JUNIOR 


Nemco Engineering Co. Overall length 6 in. 
Grand Rapids Michigan For —. to 





Tool Makers Since 1918 








TABLES SELL 


Holiday Goods 





There’s still time to prepare 
your store for the Christ- 
mas rush. Heller Double 
Duty Display Sales Tables 
dress up your store and dis- 
play your goods with that 
irresistible appeal. They pay 
for themselves quickly in 
extra sales and _ profits. 
Beautifully and substantially 
made and finished. 








Tear out this ad and pin e 
to your letterhead stating 

size of store. We will send 

you table catalog No. 76A, 

and will be glad to help vou 

plan your store arrangement 

—No obligation. 


W. C. Heller & Co. 
700 Bryant St. 
Montpelier, Ohio 


HELLER 


BUSINESS BUILDING 
STORE EQUIPMENT | 


or 
20 Vesey St. 
New York City 
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There Are Many 
Ways To Gain 
The Women’s Trade 


ND this trade is 

well worth hav- 
ing! Do you know 
that in some sections 
49% of the customers 
are women? How 
many of your custom- 
ers are women ? 


Items such as paint, 
varnish, lacquer, 
housefurnishings, 
kitchenware, electri- 
cal supplies, etc., all 
lend themselves to 
displays and sales 
ideas that willattract 
women to your store. 


Read the accounts 
that appear in Hard- 
ware Age telling how 
merchants every- 
where are gaining 
this desirable trade. 


Hardware Age 


New York City 
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WE HOPE YOU REALIZE— 


that The Carborundum Company is 
one of the World’s Largest 
Manufacturers of 

Coated Abrasives— 








A sort of craftsman who buys ‘and 
uses Carborundum Brand 
Sanding Papers 







A better Flint Paper —F very hardware merchant has a dis- 
a eee tinct market for these products— 
@Carborundum Brand Garnet Paper 
and Cloth for the finishing of all 
woods—the woodworker, carpenter, 
cabinet maker, the painter—all are 
users, buyers. 

@Carborundum Brand Waterproof 
Sanding Papers for producing fine fin- 
ishes—the automobile re-painter, the 
finisher of fine furniture, etc.—they 
need these products. 

@ For Carborundum and Niagara Brand Flint Paper—you will have a dozen 
and one trades buying these for a number of sanding services. 

q Aloxite Brand Crystalline Alumina Cloth—for the finishing of all metals. It 
finds a ready sales outlet among garages, repair stations, shops, metal workers. 






The mechanic—he uses Aloxite Cloth 


7 : ; : 9 
) Let us Send you some Advice about Stocks and Assortments of these Products | 


Carborundum Brand Coated Abrasives 


GARNET ” FLINT » ALOXITE BRAND CRYSTALLINE ALUMINA 


Reg. U.S. Pat. Of. 


The CARBORUNDUM Company, Niagara Falls, N. Y. 


CANADIAN CARBORUNDUM CO., LTD., NIAGARA FALLS, ONT. 


SaLes OFFICES AND WAREHOUSES IN New York, Chicago, Boston, Philadelphia, Cleveland, Detroit, Cincinnati, Pittsburgh, Milwaukee, Grand Rapids 
The Carborundum Co., Ltd., Manchester, England Deutsche Carborundum Werke, Dusseldorf, Germany 


(Carborundum and Aloxite are the Registered Trade Marks of The Carborundum Company for its Products) 
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Guaranty Tag 
on every wrench 


OR TWO REASONS this set of six genuine 

Oswego Stillson Wrenches is a profit-maker for 
the dealer. 
First, because the set of six will sell as easily as a 
single wrench, increasing turnover. 

Second, because the strong, handy box makes the 

set easy to demonstrate and is ready for immediate 
parcel post shipment to out-of-town customers. 


Ask for leaflets describing this set. 


The Oswego Tool Company 


Oswego, N. Y. 





Established 1887 Incorporated 1893 















Cost More — Worth More 


“Yes Sir” and Why! 









Tool steel edge and head, 
soft steel eye that will 
not crack or break. That's 
the main talking point 
behind this adze. The 
man who buys these tools 
appreciates quality. Give 
it to him and make him 
a repeat customer. He’ll 
come back for’ other 
things when he sees that 
he’s getting value. Get 
our latest catalog and 
discount sheet. 























It takes only a few cents 
more to produce infinitely 
better quality and that’s 
why this is a better adze, 
far better, price con- 
sidered. 


The L &I J.White Co., Div., 


Buffalo, N. Y. 









Simonds Worden White Co. 
Main Office—Dayton, Ohio 


WHITE TOOLS 


SIMONDS WORDEN WHITE 





















| justifiable. 


Quality versus Backbone 


RICE isn’t everything in the matter of selling. To 

be sure, when the identical merchandise is offered by 
several different distributers a long price is a handicap. 
However, when it is a case of a certain article or line 
against a somewhat similar article or line, made by a dif- 
ferent manufacturer, a higher price may be perfectly 
Certain it is that when a lower price neces- 
sitates a cheapening of quality or a loss, it is not justi- 
fiable. There is no actual lowering of price when value 
is also lowered. 

In this connection we reproduce a letter written by 
the sales manager of manufacturing concern which bears 
a high reputation for the quality of its products. It 
bears out the point that weak-kneed selling is unneces- 
sary in cases where the price asked is commensurate 
with the quality of the product involved. 


Here is the letter: 


“We have your favor of the 4th and it seems to be 
increasingly evident that the one thing you have got to 
have to sell our line is “price.” In other words, your 
argument seems to be that the cheaper and, we can 
justly say, inferior products being put out. by competi- 
tors, have set the standard both as to quality and price 
in your territory and that we must at least meet the 
issue, where price is concerned, if we expect to hold the 


| trade. 


“Tf the writer remembers correctly, he has already told 
you that we will not cheapen our quality merely to meet 
a price, nor can we, except at an actual loss, lower our 
prices on the quality product we manufacture. This is 
the condition and is stated as clearly and as comprehen- 
sively as we know how. If you cannot sell the line under 
these conditions, perhaps the time has come when other 
arrangements are advisable. 


“Frankly, your whole attitude, at least as expressed in 
your letters, is timorous, to put it mildly, and might well 
he described as weak when it comes to meeting the issue 
with anything but price. That, of course, is the easy 
way so far as the selling or order-taking end of the 
transaction is concerned, but the soft and easy way in 
any phase of life and living is more than likely to be 
fatal to the person who pursues it. That is exactly what 
it would also be to the best interests of our business and, 
as the writer has not only given the best years of his 
life to this company but has also had something to do 
with its growth and expansion, he certainly is not going 
to inaugurate any weak-kneed policy which would per- 
haps satisfy a few “price-buyers” but would violate 
every principle of good business on which our reputation 
and success have been established. 


“To indicate that the course we have set for ourselves 
is not as wrong as you apparently think it is, let me 
close with the simple announcement that for the first 
seven months of this year our sales have run close to a 
quarter of a million dollars over the same period last 
year, and last year’s sales showed an increase over those 
of the year before. A little stiffening in your backbone 


wouldn’t hurt a mite.” 
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28 Warren St. 
New York 





THE JAMES SWAN COMPANY, Seymour, Conn. 





Manufacturers of all kinds of BITS, CHISELS, DRAW KNIVES, GOUGES, 
GIMLETS, AUGERS, NAIL SETS, SCREW DRIVERS, COUNTER SINKS, 
BORING MACHINES AND EXPANSIVE BITS 


Buy only Carpenters’ Tools bearing the Trade Mark which stands for quality 
Awarded Medal of Honor on Mechanics Tools at Panama-Pacific Exposition. 














What’s in a Name? 





AKE Napoleon, for example. When this little 
Corsican was announced at the courts of Eu- 
rope, those present sensed his power and importance. 


On the battlefield, 
his name was often enough to destroy the morale of his enemies. 

“HALL” 
fields or in European courts, but in the hardware field 
it. stands for good merchandise sold at prices that are 


The name carries no weight on battle- 












right. The name “HALL” injects quality in large 
quantities into every product that bears its trade mark. 

The name “HALL” has been a business-winner for 
over 20 years. Are you enjoying the sales advantage 
that the name “HALL” brings to your store? Write 
for our catalog today. 


HALL MANUFACTURING CO., Cedar Rapids, Iowa 





Write for Free Catalog of Trade-building Items 





SEAMLESS TUBING— 


Lengths and Coils 


Dehydrated Tubing for Refrigeration Use. 
“Extra Heavy” Tube for Oil Burner 
Installation 


Immediate delivery. Send for prices. 











DIAMON D“E” 







All-Metal Frame 
CLOTH WINDOW VENTILATOR 
Cash in on the fact that DIAMOND “E” Cloth 
Window Ventilators are made in 3 heights— 
ll-in. for average weather; 16-in. for 
mild weather ; 8-in. for extremely 
cold, stormy days. 11 pop- 
ular sizes. Retail at 
45c to $1.05. 









FROM 
YOUR JOBBER 





The NEW 
W. ROSE BOOK of TOOLS 
pages of information de- 


32 signed to help you make 
more profit out of selling tools to 
Bricklayers, Masons, Plasterers and 
Tile Layers. 


We'll mail copies to you and your cus- 
tomers on request. 


W. Rose & Bros., “gr FE Sedee Oven 











The best cap 

that can be 

bought at any 
price. 








BOTTLE CAPS 


These well known brands in Sanitary packages are 
fast superseding the uncertain loose bulk goods. 


A sample package of either brand will be mailed 


upon receipt of 10cin stamps to cover mailing cost. 


CROWN CORK & SEAL CO., Baltimore, Md, 
World’s Largest Makers of Bottle Caps 








The leader in 
the low price 
field. 























Tested for 30 Years— 
Hasn’t RUSTED Yet, 
Because All Wrought Brass 


Time, water and corrosion have 
finished many hose clamps, but 
the Wrought Brass SHERMAN 
has defied them all, outlasted any 
hose it was ever used on, been 
removed and used over and over 
again and never showed even a 


speck of rust. The 





Sherman Wrought Brass 
Hose Ciamp (Patented) 


SHERMAN 
Wrought Brass Hose Clamp 


is pliable and has strong heavy shoulders. It conforms 
to the hose perfectly—can be drawn exceedingly tight 
and the stiff ears cannot pull together when pressure is 
applied and the clamp is securely tightened with a screw 


driver—the only tool needed. 


The most satisfactory seller for over 30 years. 
Wrought 


Sherman BRASS Coupling 


is also made entirely of Wrought Brass to defy time 
The standard equipment of the 
of Factory 


and water and rust. 
leading manufacturers 
Coupled Garden Hose who use only 
the best. 


This Coupling cannot crush or pull 
apart, and is absolutely leak-proof 
when properly applied. 


The fine finish does full justice to the 
splendid construction. Always a big 


seller. 





Look up your stock and order early  gherman Wrought 


Brass Hose Coup- 


for the approaching Spring trade. ling (Patented) 


Sold Through Jobbers 


H. B. SHERMAN MEG. CO. 
Battle Creek, Mich. 
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1929 


Two months left. 


Two months for good, hard selling. 
There’s a time for all things. Now’s the time to make 
every minute count selling. 

Time is the most valuable thing in the world. Every 
minute wasted is irrecoverable. 

Don’t lay off—don’t lay down—don’t get sick—don’t 
hunt alibis—don’t miss sales. 

Don’t D. L. & W.—Delay, linger and wait. When you 
finish SKIT. 

Start on your collections now. The time to collect is 
when money is coming in. Collect as you sell. 

Clean up your inventory now when selling is good. 
Get out and get behind your slow movers. 

Start your Christmas windows early. Some people are 
slow in making up their minds. They want several 
looks. 

Remember in all the changes taking place people still 
eat. Kitchen hardware and cutlery is in greater demand 
than ever. 

Arrange a kitchen window. Push kitchen goods. Go 
after the women’s trade. 

Get out a fall circular with a few “hot ones” and mail 
to your city trade. 

Have a handy basket of advertising matter near the 
front door for the children to take home. 

Go over your newspaper ads and put some cold- 
weather punch into them. 

While you are resting, run over your accounts and 
note the customers who have quit. Telephone and ask 
why. 

Show the boys how a real live boss can hustle. 

Show the boss that you wake up before 6 o’clock. 


Stop running the Government long enough to wash 
those front windows. 


Snuggle close to the traveling salesman who knows 
his business and is willing to pass his knowledge on. 


When a time-eating salesman calls, pass him out 
> ’ 
gently. Beware of the “dwellers.” 


Train your clerks to tell “all about it” to one another 
after closing time. 


While your telephone is busy on “personal calls” some 
customer is shut out. 


Two months and 1929 is only history—and Henry 
Ford says history is bunk. 


A live minute is worth a dead century. 
Two hot ones left—November, December, 1929. 


Thar’s Gold in Them Hills. 
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nuit in Jule? ler 
EXTRUDED ae PADLOCKS 











No. 2881 
Size 1%x1% Inch 


Webster defines Genuine as “REAL; 
ORIGINAL or TRUE stock.” And _ the 
CORBIN Pin Tumbler Extruded Metal Pad- 
locks are just that. The first Pin Tumbler 
Extruded Metal Padlocks were made by 
CORBIN, and are still being made as only 
CORBIN can make them. The skill of 
CORBIN Craftsmen has produced padlocks 
for every purpose, for use under all condi- 
tions, and the success of these padlocks is 
well known throughout the world. 
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j They rol] on—they stay—for years and years. 

y To be exact, A-P No. 2 Reliable Round Track 
When making your purchase of a padlock, j Straight Sliding Door Hangers have been roll- 
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ing on and staying on for a quarter of a cen- 
tury. Reasons? Upper roller bearing wheel 
with gréoved, machined tread and hardened 
steel axle can’t jump, stick or jam. The lower 
guide wheel makes binding and disalignment 
impossible. The heavy, high carbon steel 
round tube track with slotted back for sufficient 
properly placed brackets also gives years and 
years of sagless service. Malleable hangers 
of great strength have no rivets or bolts need- 
ing tightening or replacing. They save time 
for builders, satisfy architects and give the 
owner troubleless service. And these factors 
make money for dealers. 


be sure and ask for a Genuine Pin Tumbler 
Extruded Metal Padlock. 


PROTECT YOUR PROPERTY WITH A 
CORBIN PADLOCK 


These Cast Bronze 
Padlocks are very 
artistically made 
from cast bronze 
metal, machined out 
to receive anall rust 
root mechanism. 
he shackle is of 
wrought bronze, 
drop forged to cre- 
ate more strength, 
durability and better 
appearance. Made in 
ten sizes from % 
inch to 3 inches. 





Hardware merchants should all have the A-P 
Catalog No. 97 to get acquainted with this, 
and other A-P building specialties, that will 
add to their profits. 





Write today for circulars describing our line of 
Padlocks, Automobile Locks, Cabinet Locks, 
Trunks, Suitcase Locks and Trimmings, Miscel- 
laneous Hardware, Keys and Key Blanks, Apart- 

ss House Letter Boxes and Home Savings 
anks. 


A 








ALLITH-PROUTY CO. — Danville, Illinois 


Manufacturers of 


Garage Door Hardware Fire Door Hardware 
Rolling Ladders Overhead Carriers 





Spri: Hi D. H 
CORBIN CABINET LOCK co. igure Sane teadwons Malleable bea Washers 
Tae AMERICAN HARDWARE CORPORATION :: Successor Industrial pag ee Ir bg awd — Brackets 


NEW BRITAIN, CONN., U. S. A. 
NEW YORK CHICAGO PHILADELPHIA 


ee ee 


Manufacturers of the finest line of Atrport and 
Garage Door Hardware 
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written in Flake Graphite 
for more than 100 years 


This is the identifying mark of 
Dixon’s Graphite. The combina- 
tion, Dixon’s and Graphite, have 
been synonymous all over the world 
for more than 100 years. 


And, another word that is closely 
linked with these two is—lubrica- 
tion. These three are inseparably 
linked in the minds of thousands of 
mechanics, maintenance men, and 


engineers, for unquestionably ° 


Dixon’s Flake Graphite has its place 
in every well planned scheme of 
lubrication, and as an auxiliary 
lubricant with oils and greases it is 
generally recognized as benefiting 
the base lubricant. 


If you have never had the how, 
where, and why of Dixon’s Flake 
Graphite lubrication explained to 
you, write for it today. Or, better 
still, send us an outline of your 
lubricant sales problems and we’ll 
tell you how Dixon’s can help you. 


Joseph Dixon Crucible Company 


Jersey City Dee New Jersey 


Established 1827 





*There’s the Torch 
I Want’ 





No. 79 Quart No. 87 Quart 
No. 80 Pint No. 88 Pint 
Gasoline—Kerosene 
Covered by patents 


Gasoline 
Covered by patents 


Mechanics will come into your store all winter and 
ask for “Always Reliable” torches, as these torches 
have been the mechanic’s preference for the past 
half century. 

Live Hardware Dealers are assured of larger turn- 
over and greater profits when handling this line of 
torches. 

Dealers should stock up now for the winter months 
on “Always Reliable” torches and get their share 
of the winter profits. 

In order that you may supply the steady demand, 
order through your jobber now or mail us your ; 
order with your jobber’s name. 











OTTO BERNZ CO., INC. 
NEWARK, NEW JERSEY 


Newark, N. J. 


Stocks in 
San Francisco 


New York City 
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iy THE NAIIS 
“i TAST AS LONG 
AS THE SHINGLES? 





They will, if they are Reading Cut Shingle Nails. 
The life of a galvanized Reading Cut Nail is 
practically unlimited. Roofs in which these nails 
are used remain staunch, year after year — re- 
roofing is unnecessary until the shingles them- 
selves weather away. -And Reading Cut Nails, 
because of their wedge shape, have more 
than twice the holding power of ordinary 


wire nails! 


There are many sizes and varieties of Read- 
ing Cut Nails—a type for almost every building 
need. We'll be glad to send you our free illus- 


trated catalog—write for it today. 


READING IRON COMPANY 


Reading, Pennsylvania 


Atlanta Cincinnati Pittsburgh Fort Worth 
Baltimore Detroit Cleveland Seattle 
Boston Houston St. Louis Philadelphia 
Buffalo LosAngeles _— Tulsa New Orleans 
Chicago New York San Francisco Kansas City 





READING 
<UT NAILS 














No. 220 


All you can possibly 
seek in sturdy, prac- 
tical quality, precise 
uniformity and su- 
perior finish—is em- 
bodied. in the entire 
line of GRIFFIN Hinges 
and Butts. 7, 7, +7 7 


CRIFFIN 


Manufacturing Co 
ERIE, PENN SYLVANIA 


“ Branch Offices_. 


New York, 45 Warren St. 
Chicago, 555 W. Randolph St. 
Boston, 76 Batterymarch 

San Francisco, 703 Market St. 
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How much of the rent 
ones 
44; Do Your 


Window Displays 





F ge i a 


™ SHEER COMFORT 
3-MINUTE DEMONSTRATOR 


will help you cash in 





Demonstrations make sure fire sales, and more than 
700 **‘Sheer Comfort’? Demonstrators have been pur- 
chased in less than a year’s time by live dealers on a 
money back guarantee. 


With the‘‘Sheer Comfort’’3-Minute Demonstrator, 
you can show prospects, right in your own store, 
or in their own home, just how “Sheer Comfort”’ 
regulates their heating plant,— with it you can 
demonstrate the four exclusive features, and cash in 
on the ‘Sheer Comfort Split a Million Campaign.” 


**Sheer Comfort’? Heat Regulator is the fastest 
money maker you ever had. It costs you $22.75— 
you get $48.00 installed—that means a gross profit 
of $25.25 for you. 


Use the Coupon Now 


andgetth full details of our money back guaranteeon the 
“Sheer Comfort’? 3-Minute Demonstrator, and the 
special proposition on ‘‘Sheer Comfort” Heat Regulator. 


SHEER® 
COMFORT 


heat Requlator 


H. M. Sheer Co., 212 Hampshire St., Quincy, Ill. 
Send me full details about: 

0 **Sheer Comfort’? 3 Minute Demonstrator. 

0 “Sheer Comfort”’’ Special Dealer Proposition. 























Pay? 


Do you use your windows 
merely to let the passerby 
know you sell hardware, 
or do you put them te 
work as “Silent Sales- 
men?” You know a real 
salesman is much more 
valuable than a mere 
“Order Taker!” Why 
not put your window dis- 
plays in the selling class? 


Your files of Hardware 
Age describe and picture 
many window displays 
that have made money— 
displays that “Pay the 
Rent” and bring about 
the much sought Rapid 
Turnover. 


Put these ideas to work! 
HARDWARE AGE 


239 West 39th Street 
New York, N. Y. 





€lectric 


Section of A GE 


al Goods 


Reg. U. S. Pat. Off. 


ARDWARE 
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In the new Hoover Hygienisac 


a Sanitary, convenient, pulp felt dust bag 


Hoover Leadership is again evident 


The new Hoover Hygienisac has been developed after years uf research 
and is the first electric cleaner dust bag not made of cloth that is prac- 
tical, convenient and efficient. It is made of pulp felt especially treated 
for strength by a patented process. Unlike the common paper dust 
bag, the Hygienisac is a perfect filter for separating dust and air and 
is durable enough to last for a number of ordinary cleanings. When 
worn or soiled it is inexpensive enough to be destroyed with its con- 
tents. It will be optional with Hoover purchasers whether they receive 
10 Hygienisacs and adapting device or the standard Hoover cloth bag. 


The introduction of the Hoover Hygienisac, following immediately 
upon the announcement of the Hoover Duster, shows how constantly 
The Hoover Company is engaged not only in maintaining, but in 
broadening, its leadership. - 






“Every Hoover Sale is a Dealer Sale” 





She HOOVER ~ 


It BEATS.... as it Sweeps as it Cleans 


THE HOOVER COMPANY, NORTH CANTON, OHIO - The oldest and largest maker of electric cleaners + The Hoover is also made in Canada, at Hamilton, Ontario 
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ELECTRICAL GOODS SECTION 





THE STATUS OF 





NOVEMBER 7, 1929 





TELEVISION TODAY 


De oee of the progress of 
the new art of television, or the 
flashing of animated pictures 
through space, via broadcasting, is 
the announcement of the first «com- 
mercial television receiver to be pro- 
duced for home use. Feeling that 
many hardware merchants who are 
endeavoring to keep in touch with the 
latest television development, would 
be interested in some authoritative 
high-lights on television as it exists 
at present, we have prepared this ar- 
ticle. Television will unquestionably 
present a merchandising opportunity 
for hardware dealers in the future. 


Enterprising merchants, especially 
those who have found a profitable op- 
portunity in merchandising radio, 


should keep acquainted with the latest 
developments in television. 


Ir should be noted that the tele- 
vision device now on the market is 
just the “unscrambler’” or the one 
part of the equipment needed for the 
reception of the pictures. In addi- 
tion to the “unscrambler” or device 
which converts the signals into pic- 
tures, it is necessary to have a short- 


Electrical Goods Section 


wave receiver to tune in the television 
signals, together with a suitable am- 
plifier, used to increase the strength 
of the signal received. 





un- 


This Jenkins televisor or 
scrambler” converts television sig- 
nals into animated pictures, which 
can be viewed by six to ten per- 
sons. The pictures are enlarged 
by the magnifying lens in the re- 
cessed opening or shadow box. A 
special short-wave receiver and am- 
plifier are necessary adjuncts to the 
unscrambler. 


Contrary to general belief, tele- 
vision reception can be simplicity it- 
self. The first television receiver to 
be manufactured commercially is now 
being introduced by the Jenkins Tele- 
vision Corporation of Jersey City, 
N. J. The device bears no resem- 
blance to the home-made television 
receiver heretofore holding full sway 
at the receiving end of the new broad- 
cast innovation, The awkward scan- 
ning disk of large diameter, which 
was so conspicuous in experimental 
television work, has been replaced by 
an ingenious combination of compact 
scanning drum and selector disk. This 
drum, with its small holes arranged in 
definite geometrical pattern, revolves 
around the neon glow lamp, while the 
small selector disk, with its curved 
slots, revolves past a portion of the 
scanning drum in line with the neon 
lamp and magnifying lens. It 
combination said to produce sharply 
defined pictures. 

In size, the televisor now on the 
market isa trifle larger than the usual 
radio set. It is housed in an attrac- 
tive cabinet, measuring approximately 

(Centinued on page 105) 
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MAKE WINTER A 


shelves stocked with fans in the winter. 

‘So it behooves the enterprising dealer, then, to de- 
vise ways and means of educating the people to the neces- 
sity and value of fans in winter. But with his head full 
of problems of the day, such as chain stores, inclement 
weather and relentless competition, he is not likely to 
give much thought on the subject. Thus these few sug- 
gestions are made in the hope that they will offer sugges- 
tive aid to the merchant who wishes to turn over his 
stock of fans in winter. 

The first method that presents itself is for us to take 
a hint from the dealers of electrical refrigeration. Elec- 
trical refrigeration is being sold today on the foundation 
of health. Every advertisement of different leaders in 
this field has some reference to the healthful benefit of 
electrical refrigeration. So, we figure, if that has helped 
the tremendous sales of the refrigeration industry, it is 
good enough for us to try. The two samples of copy 
shown are only suggestions as to what can be done. 
Many endless angles and approaches suggest themselves 
and the enterprising dealer can use them to advantage. 

A dealer in a town in New York has had much suc- 
cess with an idea he developed. He secured statistics 
on the common cold and its prevalence and also its 


WHAT IS AIR? 


Why, you say, air is air! Quite 
so! But water is also water, 
and yet we all know the vast 
differences found in that ele- 
ment. 


[’ is an unwelcome sight, to any dealer, to see his 





Air, like water, is impure and 
unhealthful when _ stagnant. 
This is especially true of air 
that is heated artificially. 


Set your mind at ease by hav- 
ing the air in your home con- 
stantly refreshed and purified 
by the most modern method: 
circulation. 


This is easily accomplished by 
the purchase of one of our 
fans. The savings at this sea- 
son of the year are worthy of 
your investigation. 





Allowing one of our represen- 
tatives to call entails no obli- 
(Dealer’s Name) 
(Address and 
Phone Number) 


gation whatsoever. 


Your phone inquiry will receive 
prompt and courteous atten- 
tion. 














tendency to turn into something more serious. He com- 
piled these statistics into coherent form and had a lot 
of a thousand printed as a lecture. He then inclosed 
these small circulars in an envelope along with his busi- 
ness card and sent them to families who had small chil- 


dren. This information he secured from the records of 
the hospitals. As a follow up he sent a letter which 
follows: 


Mrs. Wilma Spencer, 
Herkimer, N. Y. 
Dear Mrs. Spencer: 

In this enlightened age, Mrs. Spencer, we naturally 
feel that we are giving our children the best of care. 

The new knowledge of vitamins, the present trend 
in feeding and hygiene all contribute their share 
toward the welfare of our children. 

No doubt these things are familiar to you, because 
being a modern mother you demand them for your 
children. 

But have you been neglecting one of the most im- 
portant safeguards? Are your children even now 
playing under the stalking terror of pneumonia? It is 
possible. 

Air, no matter how clean the house has been dusted, 
always contains germs. When this air is stagnant, 
the germs become more active and animate and that 
is when they do their damage. 

Air in circulation, however, is pure and fresh, the 
germs are inactive and the danger is much less. 

Let us explain how you can give your children this 
inexpensive protection through the use of a fan. Our 
prices at this season are especially attractive. 

Very truly yours. 


This plan was successful and was the direct cause of 
an increase in fan sales of 4 per cent over the preceding 
winter. 

Another suggested method is by window display. A 
suggested display that will prove profitable and satis- 
fying is shown. This display contains all the elements 
of a successful window, it stimulates curiosity, attracts 
attention, and also has movement as a vital feature. The 
basis of the display is a thermometer, the mercury of 
which appears to rise and fall with the oscillation of a 
fan that is constantly blowing on and away from the 
thermometer. 

The average dealer can make up this display himself 
very. inexpensively, the only great item being the ex- 
penditure of a little time and work. In the cross-section 
diagram shown the thermometer is shown assembled, 
but all parts are viewed in their relation to each other. 
Thus we see that the background is a piece of half-inch 
wood about three feet long. This is painted white and 
then the marks indicating degrees are painted on in red. 
This background is then nailed securely on a wooden 

















HARDWARE AGE for NOVEMBER 7, 1929 








FAN SEASON 


box medium in size. The next part is the glass tube. 
This should be about two feet long and about half inch 
in diameter. This tube can be procured from almost 
any laboratory, druggists sometimes have them, but if 
not a letter to a glass factory will soon have the desired 
tube at hand. 

Assuming, then, that we have procured our tube, we 
then take a hollow red rubber ball, about two or three 
inches in diameter, and make a hole in each end of this 
ball. The glass tube is then pushed through these open- 
ings, leaving about an inch sticking out the end to go 
down in the box. The next step is to fasten the ball 
and tube on the background. If the board has not been 
made wide enough to allow of a hole in which to set 
the ball, then the ball can be halved and laid securely 
up against the background. The tube is then fastened 
on with small clips. 

On looking at what we have accomplished we see that 
we have the thermometer and mercury ball all ready. 
Our next step is to get the mercury. We do this by 
taking a round stick about two feet long, a small flag 
stick will do, and, smoothing it so that it will fit nicely 
in the tube, we paint it red. Thus we have our mercury. 
We set this up in the window, the background shown 
in the sketch is only suggested and any background can 
be used, and take pains to hide the box under plush or 
crepe paper. To the person looking in the window it 
appears that we have a mammoth thermometer set up. 

Our next step is to procure some strong light-colored 
linen thread. Affixing a small eyelet to the top of the 
thermometer we run the thread through it and attach 
it to the end of the stick that is the mercury. If we 
pull the thread we find that the stick will slide up and 
down in the tube. We next get an oscillating fan and 
set it at the right, or left, of the display. Taking the 
thread we attach it to one side of the guard on the fan, 
leaving the thread taut and firm. In affixing the thread 
to the fan we have to take care to see that when the fan 
is turned away from the thermometer the stick is high 
up. The reason for this will be apparent when we start 
the fan going. As the fan oscillates toward the ther- 
mometer the mercury falls slowly, when the breeze is 
blowing directly on it the mercury is low in the ther- 
mometer and as the fan starts turning away again the 
mercury rises. In order to conceal the thread as much 
as possible we affix streamers of paper on the fan guard 
and we might also affix something to the top of our 


- thermometer. If any spotlighting is done it should be 


thrown directly on the mercury, low enough to miss the 
thread, as otherwise the thread will show up in the 
strong glare. 

While the limitation of space prevents the outlining 
of any more plans, the ones suggested will, we hope, 
have the effect of arousing similar ideas in the minds 
of the dealer who believes in carrying coals to New- 
castle, even to the extent of selling fans in winter. 
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Above: The assembled display as it 


appears from the front 


A A rubber ball, 


f candle, and a 
j test tube are the 
: materials 
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WINTER! 


We could, perhaps, in- 
vent many ingenious rea- 


sons why you should use 
fans in the winter! 


We are not, we’re proud 
to say, that kind of firm. 
We have only one rea- 
son why we believe it 
would benefit you to pur- 
chase a fan. This rea- 
son is all important. 


HEALTH! 


Artificially heated, stag- 
nant air is one of the 
prime causes of common 
cold, and this germ 
laden, impure air is also 
the cause of many other 
dangerous diseases. 


YOUR HEALTH! 


demands that you investi- 
gate. 


(Dealer’s Name) 


(Address and 
Phone Number) 
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DEPLORES IMPROPER 


RETAIL STORE LIGHTING 


Dr. Julius Klein of Department of Commerce Tells 


Broadway Association the True Value of Effective Store 
Lighting at “Light's Golden Jubilee’’ Meeting 


OMMEMORATING “Light’s 

Golden Jubilee,” the fiftieth an- 

niversary of Edison’s invention 
of a practical incandescent lamp, the 
Broadway Association of New York, 
convened on Oct. 21, to pay homage 
to America’s electrical genius, 
Thomas A. Edison. Dr. Julius Klein, 
Assistant Secretary of Commerce 
was one of the principal speakers on 
this occasion. With, ‘Effective 
Lighting as an Aid to Trade,” as 
his subject, Dr. Klein emphasized 
many points of proper lighting, which 
should be of interest to hardware 
dealers, saying in part, “It is a long 
leap, perhaps, from the thought of 
such a tribute as Edison receives to- 
day to the thought of the many prob- 
lems that confront the retail mer- 
chant. But the relationship is there. 
Light, when wisely used, can do 
much to increase trade—not only 
for the great national advertisers 
whose signs emblazon upper Broad- 
way, but also for tens of thousands 
of small individual shops, depart- 
ment stores and theaters throughout 
the land. 

“Someone in the West has coined 
an effective phrase, ‘Black Streets 
Are Back Streets,’ which most cer- 
tainly is true. And they're apt to 
be more dangerous streets. Light is 
the great antidote for public acts of 
crime and violence. 

“Much is still to be done in the 
effective lighting of show-windows. 
Many of them are addicted to a mere 
hard glare, which is apt to look un- 
natural and has very little charm. 
One especially objects to this when 
home interiors are portrayed, with 
the purpose of interesting passers-by 
in the purchase of household furnish- 
ings. The lighting in such cases 
seems, frequently, too bold and bril- 
liant. It suggests nothing of the in- 


timacy, warmth, and friendly atmos- 
phere of home. 


“Women, we know, are especially 
quick to sense shortcomings of that 
sort. And today the importance of 
appealing to the ladies is greater 
than it ever was before. With 85 








DR. JULIUS KLEIN 


Assistant Secretary of Commerce 











per cent of the buying in retail stores 
being done by women—even in 
hardware and paint stores—the far- 
sighted retailer is, commercially at 
least, graciously considerate of My 
Lady’s whims and foibles. As one 
discerning observer put it, “Shall we 
join the ladies?” is no longer a per- 
functory after-dinner query. It is 
an important question in merchandis- 
ing—and the answer is “Yes!” em- 
phatically. 

“Adequate lighting within the 
store itself has much to do with ‘cus- 
tomer satisfaction’ in the choice of 
articles. That’s particularly true of 
clothing or dress goods. Most of 
us, I think, have had the distressing 
experience of buying articles of ap- 
parel which under store lights had an 
attractive color or texture, but which 
in natural light appeared quite differ- 


ent or totally impossible. And, if we 
are at all particular, we’re likely to 
return such articles. 

“Now the problem of returned 
goods is often an exceedingly trou- 
blesome, perplexing one. It increases 
the cost of operation of a store—it 
is a source of annoyance to both 
parties—and it often results in a 
definite loss of good-will. Millions 
of dollars annually are wasted in the 
retail merchandising of this country 
in consequence of the avoidable re- 
turn of goods—and if proper store- 
lighting can cut down that total, as 
it unquestionably can, it is more than 
justified on that score alone. 

“In this present day and age, dingi- 
ness may be disastrous. Customers 
realize that a dark, gloomy store is 
apt to hide more than the stock. It 
quite probably conceals other bad fea- 
tures in store arrangement and san- 
itation. With improper lighting, the 
storekeeper may think there’s not so 
much need for cleanliness. 

“What I have been saying may 
sound a bit over-optimistic theoriz- 
ing. But it can be ‘proved to the 
hilt.’ Two concrete illustrations have 
just come to my attention. The 
Pacific Coast Electrical Association 
carried out practical experiments 
with two stores that had been poorly 
lighted. One was a jewelry store, 
the other a confectionery and lunch 
room. In each of these, adequate 
modern lighting was installed. “Be- 
fore and after taking,” a careful 
check was made as to the improve- 
ment in advertising value and in 
actual business done. Under the old 
lighting, less than 17 per cent of the 
passers-by stopped to look into the 
jewelry-store window; but with the 
good modern lighting the percentage 
jumped to 70. For the lunch-room, 
the increase in the advertising value 
of the brighter windows was from 

(Continued on page 105) 














HARDWARE AGE for NOVEMBER 7, 1929 89 








Eitectrical Gifts that “Make a 
Merry Christmas Last the Whole Year Thru” 


Xmas 1929 


will be merrier 
than ever for you if 
your stock of Universal 
Electric Ware Beautiful 
is given a chance to show 
itself off. Each year this ware 
has risen higher and higher in 
popularity until today it ranks among 
the most important gift merchandise on 
the market. It has quality, attractive 
prices, reputation, beauty—everything that 
makes merchandise pass quickly through your 
hands and leave pleasing profits behind. 


Universal Electric Ware will sell itself, if displayed 
properly—which means you must have sufficient stock to 
make an impression. Let us suggest that you begin the 
holiday season right by checking over your Universal stock 

immediately and sending your want list to your jobber. 


ee 
a 


Landers, Frary & Clark, New Britain, Conn. p= igs 


7 


» 


ERS 
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Electrified Farm Equipment 


Holds Much of Promise for Hardware Dealers 


ITH the present rapid ex- 
tension of electric transmis- 
sion lines to farming com- 
munities, thousands of farmers will 
be added to the list of live prospects 
for electrical merchandise and equip- 
ment. It is reasonable to expect that 
very few farmers, who will then have 
electrical energy available, will fail 
to take advantage of at least some 
of the many labor-saving and con- 
venient features of electricity. Hard- 
ware merchants in many electrified 
rural sections have already learned 
that a ready market exists at present 
for electrical farm equipment. As 
the transmission lines are extended 
further into farming communities, 
the potential market will consequent- 
ly widen. It is reasonable to assume 
that the merchandising of electrical 
goods will become more general and 
increasingly productive in the near 
future. Hardware dealers, who are 
familiar with the numerous electri- 
cal devices being manufactured for 
farm use and are prepared to meet 
the existing and potential demands 
for this class of merchandise, would 
appear to be in a fair way to reap 
just rewards for 
their foresight. 
About $200,000,- 
000 will be spent in 
the next ten years 
for electric line con- 
struction in Illinois, 
Wisconsin, Indiana 
and Michigan. This 
extension alone is 
expected to serve 
500,000 farmers, or 
about one-half the 
number in the Great 
Lakes district. This 
serves as an example 
as to what can rea- 
sonably be expected 
in other sections. 
Like develop- 
ments are either be- 


in Agricultural Sections 


ing planned or executed in many 
other sections of the United States. 
It would appear to be but a matter of 
a few years until electric lines will 
be so far-reaching that electrical en- 
ergy will be available to at least 40 
per cent of our farmers, who will 
then be able to enjoy country life 
with city comforts. 

An analysis just completed by the 
National Electric Light Association 
shows that on June 30, 1929, 19,450,- 
000, or 67 per cent, of the homes in 
the United States were wired and re- 
ceiving electric service daily. During 
1928 more than one million domestic 
consumers were added to the lines of 
the light and power companies, which, 
added to the number of homes re- 
ceiving electric service for the first 
time during the previous seven years, 
means that from Jan. 1, 1920, to Dec. 
31, 1928, no less than 9,647,000 
American homes were electrified. 

In certain states, such as New Jer- 
sey, New York and California, prac- 
tically all homes are wired. The pro- 
portion of wired homes is, of course, 
smallest in agricultural areds. Al- 


though rural electrification is pro- 





ceeding rapidly, the financial and 
physical problems involved are such 
as to have made it difficult to even 
approach the record for urban elec- 
trification, which is practically at the 
saturation point. 

Information now available shows 
that the kilowatt-hour consumption of 
electricity by the average American 
family has increased from 429 in 
1927 to 459 in 1928, or by 7 per cent. 
A steady increase in domestic con- 
sumption is a matter of paramount 
importance to both the industry and 
consumers. It will be recalled that 
at the recent convention of the Na- 
tional Electric Lightt Association, 
Matthew S. Sloan, president, stated 
emphatically that the industry must 
increase its sales or be faced with 
the necessity of asking for rate in- 
creases. 

Owing to the fact that future ex- 
tensions of service must be largely in 
rural areas, the average electric util- 
ity investment per customer must 
steadily increase. This means that 
the average consumption per cus- 
tomer must increase if the industry 
is to maintain a proper balance be- 
tween capital invest- 
ment and gross in- 
come and, at the 
same time, continue 
the steady average 
reduction which has 
characterized the his- 
tory of light and 
power rates in the 
United States during 
the past ten years. 

The following 
table shows the total 
number of meters in 
service on domestic 
consumers’ premises 
for 1928, the meters 
added during 1928, 
and the ratio of me- 
ters to homes as of 
Dec. 31, 1928. 
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These amazing 


BEE-VAC offers 


Jor Christmas! 











Prepare your stocks for Holiday selling while 
Bee-Vac’s 20th Anniversary Specials are still 









Free 
Attachments 














in effect 
For a few weeks longer 
Bronas'_ eats —40% discount on lots of 
consumer pres three or more Bee-Vacs 


$29.50 
—and Attachments FREE 


Here is your opportunity to break all previous Holiday 
records in electric cleaner sales and profits. 


Free 
attachments 





Here is your best method of beating electric cleaner com- 









petition. 

‘ Here are values so outstanding as to enable you to sell 
BEBo VAC electric cleaners over-the-counter like staples, without home 
Deluxe Electric demonstrations, service attention, or costly comebacks of 
sumer price, any kind. 

$39.75 


The three Bee-Vacs shown are such unusual values, under 
our regular terms, that they have become sales leaders in 
more than 25,000 stores and have won a secure place in the 
affections of over a half million women. 








Free 
attachments 


Now, with these special 20th Anniversary offers in effect— 
with discounts of 40% on lots of three or more, and with a 
full set of standard $5.00 (G-12) attachments free—these 
Bee-Vacs are indeed values worthy of your 
immediate and earnest consideration. 





You may order one each of the three Bee- 
Vacs, if you wish, and the three-lot discount 
of 40% will be given. On orders for fewer 


BEE-VAC e . 
Motor Brash than three Bee-Vacs, a 35% discount will 
Cleaner, co n - be given. Free Bee-Vac display material will 


sumer price, 


$37.50 be supplied gladly upon request to us. 
Write for full details of these special offers. 
Or order your Christmas requirements 


direct from this advertisement, through 


Free 
attachments 





BEE-VAC Electric 


your jobber. Birtman Electric. Company, BEE - VAC Electric 
Dept. D-372, 4140 Fullerton Ave., Chicago. price (Bast of 


$99.50 
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| ABC PORCELAIN SPINNER chines, Our objective has always been, not bow many 


slole yA ove) 1) 1 8 a1 
iloley/q feo) fol ARN 
s(eley/4-7.\ W7.\: |i sams 













More than three years ago, in May. 1 ee 
fer Bros. Company stated in an oe: aepirmaed 
in The Saturday Evening Post: Bie 


“the chief difference between a business and an 
‘institution is the difference between trying to sell 
what you want to sell; or trying to supply what the 
public wants to buy. 

We prefer to be the institution of the industry— 
the development is more lasting—the growth more 
durable.” 


It has never been the ambition of Altorfer Bros. Com- 
pany to produce the greatest volume of washing ma- 


Most complete and efficient home laundry equipment — can we make—but how good can we make them! 
ever built; foremost in profit opportunities to the dealer. To supply the demand of the trade for wringerless 
equipment with porcelain tubs we added 60,000 square 
c= — :, : feet of floor space to our plant. To assure unvaried 
quality of ABC porcelain tubs we : 
porcelain processes. We installed our own porcelain 
plant at a cost of a quarter of a “g 
pledge to the trade today is the same as it was Reed 
' years ago—“not how many can we make, but how 
good can we build them.” 















THE 
APARTMENT 
WASHER 





ABC PORCELAIN COMPENION 
Teepe ay here en 
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LESS 


THAN $1002° 

















FULL WEIGHT PORCELAIN 


We will not compromise the quality of ABC 
porcelain to lower cost of production. ABC 
tubs are full capacity. The metal and porcelain 
are full weight. 

Although the ABC Playmayd sells for less than $100 
it has no equal on the market for quality, appearance 
or precision of manufacture. We have not compro- 
mised ABC standards to meet a price. Only through 
owning our own porcelain plant can we produce this 
high grade washer at this low price. We have gone 
through the experimental stages. ABC standards of [; 
PORCELAIN have been established and will be 
maintained. 

Never before has the industry known a line of 
washers as salable as the ABC 100% porcelain line Sova 
of five models. (.) 







It is becoming increasingly difficult for any dealer ww es 
to produce a profitable sales volume without a com- La x 
plete line, It will soon be impossible to produce mae 
,. any volume of sales at all without a PORCELAIN we) 
~ washer. : 


WHERE CAN THESE FEATURES 


~ UNDIVIDED RESPONSIBILI 
hehe ices BE MATCHED AT THE PRICE? 





Logically, the dealer who wants a complete line 
wants it from one source of supply—one manufac- 
turer who assumes undivided responsibility. 

For 1930 the ABC line includes the ABC SPIN- 
NER—the most complete and efficient home laun- 
Reis equipment ever built; foremost i in profit possi- 
bilities to the dealer. 

- ABC COMPANION, to conquer any wringer 
type competition on the market. 
“<°ABC PLAYMAYD, looks $40 better than any 
_ ‘ether in the $100 class; unmatched in value. 

THE APARTMENT—a “tuck-away” washer for 
folks vith little space to spare. 

We challenge any dealer to produce a washer 
‘prospect that cannot be satisfied—in both equip- 
ment and price—from this complete, five model 
porcelain line. 


The most sensational low priced washer ever built. 
Equipped with ABC’s own porcelain tub and high 
priced ABC wringer—this ABC porcelain Playmayd is 
designed and built to deliver more owner satisfaction, 
with less dealer service, than any other washer made 
to retail from $30 to $40 higher. 

Never has competition dared to incorporate such 
beauty, high-grade materials, POR and rich 


‘quality in a washer to sell at anywhere near this price. 


Fine appearance — perfected performance — these 
things will arouse interest, create desire, close the sales 
on what dealers tell us is the industry’s greatest achieve- 
ment in the $100 class. 

A good model for you to sell, and then forget—a good 
model for your customers to buy, and then enjoy. 

We invite dealers, in unoccupied territories, to write us 
about the ABC franchise. 


ALTORFER BROS. COMPANY {Est 1909} PEORIA, ILLINOIS 
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Sold 105 Electric Refrigerators 
in Eight Months 


Remarkable Record of Maryland Hardware Firm 


66 E were dubious about hand- 
ling electric refrigerators,” 
said H. H. Schindel of 

the progressive hardware firm of 

Schindel, Rohrer & Co., Inc., 28-30 

South Potomac Street, Hagerstown, 

Md. “When the factory salesman 

first came around, we didn’t take 

much stock in what he had to say. 

We hadn’t given the matter much 

thought and it was our impression 

that the line required a lot of ser- 
vicing. On this account, we were 
hard to sell on the idea. The sales- 
man stayed here four days, before he 
was able to make us ‘see the light.’ 

However, our time and the time of 

the salesman was not wasted, as it 

has developed into a very profitable 


line for our firm, and our territory 
—Washington County—leads all 
other counties in the State, in the 
sales records of the manufacturer we 
represent. 

“Our initial order was for seven 
machines. They were received by 
us in November, 1927. During the 
first month, we sold four machines. 
The following month, December, we 
sold seven. We were surprised to 
learn from our experience that they 
had such a ready sale in the middle 
of the winter. We had some old- 
fashioned ideas about refrigerators 
and considered they were strictly a 
summer line. We find they sell in 
winter almost as easily as in summer. 

“In our opinion, a hardware mer- 





chant, who is considering getting into 
the electrical refrigerator game, 
should select a line which requires the 
least possible servicing and installa- 
tion effort. If he does this, he will 
avoid a lot of trouble. From what 
we had heard we thought it must be 
a terrible ordeal to install an electric 
refrigerator and even the thought of 
the task frightened us. Now we know 
how easy it is, for it is a very simple 
matter. In fact, our truck driver has 
installed some of the machines we 
have sold, without experience and 
without help. All you have to do is 
to place the refrigerating unit on top 
of the machine and plug in the cord. 
Service is of minor consequence. 


(Continued on page 101) 
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Substandard 


Inner Braids 
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When you find cords having open “skeleton” braids simi- 
lar to those shown in the illustration above, you may be 
sure they are substandard. Loosely woven braids provide 
no real protection and are the direct cause of most cord 


ree 
failures. 






F 


2 .% @ 2 Dy 


Substandard 
Outer Braid 


Hardware Merchants Should Familiarize Themselves With the 


New Standard Code for Electric Cord 


NNOUNCEMENT has been made 
by the Flexible Cord Group of 
the National Electrical Manufac- 

turers’ Association of a new standard, 
which is intended to increase the me- 
chanical strength and improve the 
serviceability of flexible electric cord. 
As most failures in portable electric 
equipment are generally attributed to 
sub-standard cord and a break or in- 
jury in the cord involves a hazard of 
fire or life, the adoption of the new 
code is considered a valuable protective 
measure. The new specification be- 
comes effective January 1, 1930, After 
this date no cord not fully complying 
with the provisions of the code will be 
labeled by the Underwriters’ Labora- 
tories, although the usual period will 
be allowed for the disposal of field 
stocks. 

C. W. Abbott of the Technical Com- 
mittee, Flexible Cord Section, N. E. M. 
A., explained the intent and purpose of 
the new code in concise fashion in the 
course of his recent address to a group 
of electricians and electrical inspectors, 
saying: “It is commonly said _ that 
with the enormous increase in the use 
ef portable lamps and small portable 
appliances of one sort and other, flexi- 
ble cords have come to represent by far 
the weakest link in our interior wiring 
system. 

“Many experienced inspectors charge 
against them a considerable percentage 
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NEW FLEXIBLE CORD 
STANDARD 
“All dry braids, both individual 
and over-all, shall be braided of 


cotton, rayon or silk in such a man- 


.. mer as to result in all adjacent 


iridividual parallel threads actually 
touching each other, and shall 
show no visible open spaces when 
observed thru a_ standard braid 
counter (such as Alfred Suter Cat. 
No. 8, or the equivalent) .”—Ex- 
tract from Underwriters’ Labora- 
tories Standards. 


HOW TO IDENTIFY CODE 
WORDS 


1—The parallel threads of all braids 
must touch when viewed under 
an ordinary single lens pocket 
magnifying glass. 

2—The rubber covering must be 
tough and stretchy, similar to 
that on good grade of code wire, 
and of the required thickness. 

3—The copper conductors must 
either be tinned or protected by 
a fibrous covering to prevent cor- 
rosion. 

4—The minimum copper size for a 
standard cord is No. 18 AWG, 
usually made up of 16 strands 
of No. 30 AWG. 

5—AIL Underwriters’ Laboratories 
standard cords contain manufac- 
turers’ identifying marker 
threads as required by code and 
as given in Underwriters’ List of 
Inspected Electric Appliances. 

6—Undervwriters’ labels further 
identify Underwriters’ Labora- 
tories’ standard cords. 








A Typical Code Cord 


of those troubles which lead to over- 
fusing and I am told that they are 
largely responsible for the increasing 
number of small electrical fires and for 
too many sizable fires of electrical ori- 
gin. Again, it is claimed that they have 
too large a part in the record of minor 
electrical accidents and, occasionally, in 
fatal accidents. 

“These cord troubles have been part- 
ly due, of course, to the fact that no 
other electrical material is so widely 
used or universally mis-used, but some 
of us in the manufacturing field, who 
have been studying this problem care- 
fully for the past few years, are satis- 
fied that the large majority of failures 
in this class of material are directly 
traceable to the nation-wide use of 
enormous quantities of socalled “boot- 
leg” or sub-standard cords. 

“Many plans and many schemes have 
been, put forward from time to time 
which it was hoped would remedy this 
sub-standard cord evil to some degree 
but, for one reason or another, have 
proved impracticable or unworkable. 
They have fallen short, almost without 
exception, because the vast bulk of flex- 
ible cords as furnished on portable 
equipment, is cut into short lengths and 
assembled with lamps, with appliances 
or into “cord-sets” by equipment manu- 
facturers who are not electrical men, 
who know little about the Code, and 

(Continued on page 97) 





When, after the new standards become effective, you 
find cords on which the adjacent threads of all braids 
touch, you may be certain that the rubber insulation 


and conductors are well protected. 









Standard 
Outer Braid 
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SEE THAT THERE’S ROOM IN YOUR BAG 
For Extra Profits 








HE bag that carries your service tools 
Make 


has room for additional profit. 
room and make the profit. 


Put a few Nilco lamps inside—and see that 
they are the first things you unpack, before 
you work on the job that brought you there. 
More than half the homes you visit need 


lamps. And if they are Nilco Lamps—inside 
frosted or decorative—be sure you're selling 
your customer a product that keeps her 


friendship. 


Nilco profits are trouble-proof profits. No 
lamps give better service. And the dealer 
deals with a friendly organization. 










, 













Ask Your Nilco Jobber 
For the Nilco Business Story 
Or Send the Coupon 





Nileo Lam 
Works, Ine. 
Emporium, Pa} 


I'd like to ge 
the rest of the 
story — prices and 


literature about 
Nileo Lamps. 


NILCO LAMP WORKS, INC. 


Emporium, Pennsylvania 
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A former proprietor's living 
quarters were used by this firm 
to provide 


A FINE 
SETTING 


with a homelike atmosphere 
in which to display electric 


fixtures 


; HE hardware establishment of 
Elwood Adams, Inc., Wor- 
cester, Mass., was founded in 

1782. Nearly a century and a half 

has transpired since the firm was 

established and, of course, the busi- 
ness has grown from its inception, 
until additional display space was re- 
quired for its expanded proportions. 

The photographs illustrate how the 
up-stairs living quarters of a former 
proprietor, were utilized to provide 
an excellent means for displaying 






AB ERS AERO gH, 


electric light fixtures and fireplace 
hardware. Both lines are very pro- 
ductive for the firm and they have 
ingeniously used the space available 
to good advantage. As is obvious in 
the illustrations, the changes neces- 
sary were effected for a very nominal 
expenditure. At the same time, this 
novel plan enabled the store to show 
the featured articles in practically 
their home environment, which en- 
hanced the sales possibilities of the 


merchandise displayed. Customers, 





Electrical Goods Section 


by this method, were able to visualize 
how a certain fixture or fireplace set 
would appear in their own home, 
without the necessity of wholly rely- 


ing upon their imagination. The 
home atmosphere conveyed by such 
a “setting,” lowers sales resistance 
and few customers who look—fail to 
buy, as a consequence. 

Any dealer who is contemplating 
remodeling his store, in order to have 
adequate space for featuring mer- 
chandise of this description, might 
well consider installing a booth or 
room, which would provide a similar 


home-like display atmosphere. 


The Elwood Adams, Inc., store is 
operated by Robt. Adams, past pres- 
ident of the New England associa- 


tion. : 
Walls were covered with a special 
cloth, resembling burlap, and the 


floors were completely carpeted, 
which aided in creating the homelike 
effect. The idea of displaying mer- 
chandise in such an environment, is 
fast growing in favor, as it has many 
obvious advantages. 

Some dealers have installed special 
rooms, such as model kitchens, in 
order to impress the prospective cus- 
tomer of the completed effect of new 
kitchen equipment. Others have cre- 
ated special living rooms for demon- 
strating radio. Increased sales, are 
said to have repaid them for the 
expenditures involved by the special 


rooms. 
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HARDWARE STORES REPORT A 
BRISK DEMAND for RADIO TUBES 


NORMOUS,—is the only de- 
E scriptive which portrays the 

scope of the potential market 
for radio tubes. Sales of radio mer- 
chandise, of all descriptions, reached 
the staggering total of $650,500,000, 
in the United States, last year. 
According to the latest estimates 
there are 28,000,000 homes in the 
United States, and of this number, 
19,000,000 do not have radio sets. 
This means that radio still has plenty 
of room to grow, as the coverage, at 
present, blankets but 32 per cent of 
the potential field. 7,000,000 wired 
homes have radio sets, but only 
2,700,000 have A.C. sets. It would 
appear that only 4,700,000 sets have 
been sold since the advent of radio, 
from a prospect list embracing 28,- 


000,000 potential customers. With 
such a favorable prevailing situation, 
radio’s outlook is indeed bright. 
About one-fifth of last year’s radio 
business was attributed to the sale of 
radio tubes alone. A better tube de- 
mand than ever before is expected 
this year as an increasing number of 
tubes will be required, both for new 
sets and for replacement purposes. 
It is estimated that 50,200,000 tubes 
were sold in 1928. Of this number, 
14,050,000 were used as initial equip- 
ment and 37,050,000 were replace- 
ments. Estimates, said to be con- 
servative, indicate a potential market 
for 75,000,000 tubes in 1929. About 
45,000,000 will be required for re- 
placement purposes alone. 
Hardware dealers in 


some. in- 


stances, are getting their share of the 
radio tube profits from this huge 
market, while in other cases they 
have neglected this opportunity. 
Many merchants who do not handle 
radio sets have found it practical and 
profitable to handle tubes. Naturally, 
a hardware store having a complete 
radio department, will usually do a 
larger tube business, but it has been 
demonstrated that tubes can be a 
productive line on their “own.” They 
are fast turning; require small dis- 
play space, and only a small invest- 
ment is involved. Some stores who 
have previously carried from eight 
to twelve different brands of radio 
tubes, are reducing the number of 
brands carried about half and report 
better results from this policy. 





A New Standard Code for Electric Cord 


who care less, since they are primarily 
interested in quantity production of 
appliances at a price a little beneath 
that of their competitors. In other 
words, there has been no way in which 
the field inspection departments nor 
the conscientious buyers of equipment 
could readily identify a safe labeled 
Code cord or could distinguish it from 
the sub-standard and frequently dan- 
gerous non-Code cord. 

“Once Underwriters’ Laboratories’ 
label has been removed, ability to dis- 
tinguish between Code cords and sub- 
standard or sub-Code cords has here- 
tofore involved a considerable know]l- 
edge of the technical details of cord 
structures, considerable time and, espe- 
cially, a thorough knowledge of braids 
and of instruments necessary to deter- 
mine their make-up, for while correct 
copper size and rubber insulation are 
highly essential, a flexible cord may 
almost be said to be as good as its 
Eraids—both inner and outer. 

“It is obviously foolish to expect the 
field inspector or the buyer of small 


(Continued from page 95) 


equipment to familiarize himself with 
cotton sizes, details covering number 
of picks per inch, angle of lay, braider 
carriers and other elements which en- 
ter into braid calculations, so, as I have 
said, various efforts to enlist field help 
in meeting this dangerous sub-standard 
cord situations have fallen by the way- 
side. 

“Recently, however,-C. P. Berolz- 
heimer, chairman of the Flexible Cord 
Technical Committee of the National 
Electrical Manufacturers’ Association, 
hit upon a simple new braid standard 
for cords, which seems to promise an 
early improvement because it makes it 
possible for the field inspector or the 
buyer of equipment in which cord 
forms a part, to readily distinguish be- 
tween labeled cord and the cheap “boot- 
leg” cords which have been making so 
much trouble so far, at least, as braids 
are concerned. The substance of Mr. 
Berolzheimer’s idea has been unani- 
mously approved by the cord manufac- 
turers and accepted by the staff-of the 
Underwriters’ Laboratories:“As a_re- 


sult, a new paragraph has been recently 
written into the Flexible Cord Stand- 
ard which states that cord braids must 
be so applied that adjacent cotton 
threads can be seen to actually touch 
each other when viewed through a rela- 
tively low diameter magnifying glass, 
such as an ordinary single lense pocket 
glass.” 


U.S. Now Owns Half 
of World Radios 


The total value of radio installations 
in the world is estimated at $1,843,- 
750,000 in a report by the Electrical 
Equipment Division of the Department 
of Commerce. The value of broadcast- 
ing stations in operation is placed at 
$22,682,222. The report states there 
are 21,629,107 receiving sets in the 
world; the United States having 10,- 
250,000. Europe, aside from Prussia 
and Turkey, has 9,139,824 sets. 
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RAYTHEON 
-PILLAR 


TUBES 
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BRING OUT i: 
THE BEST THAT’S 
IN ANY “4Pitle boda 


. Eveready Raytheon Screen Grid Tube ER 224. 
R A D | O x a C E | V F R The weight of the four large elements in this 
type of tube makes the exclusive Eveready Ray- 


theon 4-Pillar construction vitally important. 





















THE GREATLY SUPERIOR performance of new 
Eveready ‘Raytheon Tubes means the very best 
reception a radio receiver can give. People in all 
parts of the country report amazing results from 
their own receivers since installing these marvel- 
ous new tubes. Greater distance, more power, 
aes improved tone, quicker action! 

Put a new Eveready Raytheon Tube in each 
socket of a receiver—and note the vast improve- 
ment. Then examine one of these tubes. You can 
see that Eveready Raytheons are better because 
they are built stronger. Observe the solid, four- 
cornered glass stem at the base of the elements, 
supporting the four rigid pillars which hold the 
elements. Notice how the elements are anchored 
at both sides as well as at the ends. Note how 
































this 4-Pillar construction is braced still further 
by a stiff mica plate at the top. 

The jolts and jars all tubes receive in shipment 
cannot distort the elements in an Eveready Ray- 
theon. Handling these tubes and installing them 
cannot impair their performance. For the ele- 
ments are permanently held in their correct and 
accurate positions by the patented Eveready 
Raytheon 4-Pillar construction. 


No other radio tube is so strongly made. No 
other tube can give you all the advantages of this 
4-Pillar construction, for it is patented and ex- 
clusive with Eveready Raytheon. These fine tubes 
come to you in the same perfect condition as when 
they leave our laboratory test room .., all their 
superlative performance intact. 





RECEIVING TUBES OF ALL 
TYPES AND TUBES FOR 
TELEVISION 


EVEREADY RAYTHEONS come in every type, 
for A.C. and battery-operated receivers. Ever- 
eady Raytheon Kino-Lamps and Foto-Cells are 
used extensively in television and talking 
movies. The Eveready Raytheon B-H Recti- 
fying Tube is the original gaseous rectifier for 
which the great majority of all “B” power units 
are especially designed. 


NATIONAL CARBON COMPANY, INC. 
General Offices: New York, N. Y. 
Branches: Chicago Kansas City New York 


San Francisco 


Unit of } and Carbon 
Corporation 





Union Carbide Joos ww 


EVEREADY 


RAYTHEON 


‘Trade-marks 
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105 ELECTRIC REFRIGERATORS IN EIGHT MONTHS 


After a machine is installed it is 
necessary or advisable to make a call 
or two on the purchaser, until they 
get accustomed to the machine, as 
they sometimes think it doesn’t sound 
right or have some other similar com- 
plaint, when it really is working per- 
fectly. It is a rare case that requires 
any real servicing. 

“Due to the fact that our local light 
and power company has competition, 
residents of our city can secure very 
favorable electric rates and this fea- 
ture, is of course, in our favor. It 
only costs about $2 per month for 
current to operate a refrigerator on 
our local power rate, which is 3c, 
or about half the usual rate. At the 
same time the public utility company 
makes competition keen in electric 
refrigerators, as they require a sfnall- 
er down payment and extend the 
balance over a longer period of time. 
We usually secure 25 per cent down, 
although we do deviate from this 
rule when circumstances warrant it. 
We extend the balance over a period 
varying from six months to two 
years. We make the same carrying 
charge as commercial crédit compa- 
nies. We handle some of the paper 
ourselves and the balance is carried 
by a finance company. The only re- 
possession we have made in the two 
years we have handled electrical re- 


(Continued from page 94) 


frigerators was in an instance where 
a woman purchaser lost her husband 
and we will break even on that tran- 
saction regardless. 

“We don’t ring door-bells to sell 
the machines, as we find we can sell 
them without this trouble and ex- 
pense. People come in the store to 
look at them, after they have heard 
their neighbors tell about how won- 
derful their machine is or they be- 
come interested in our window dis- 
play or direct mail literature. We 
tried outside salesmen but our ex- 
perience is that most sales are made 
in the store proper. The last time 
we used commission salesmen we laid 
them off in the middle of the month, 
and are convinced the plan is im- 
practical for our use. Fifty or sixty 
per cent of the prospects who come 
in have heard our machines recom- 
mended by some friend. We have 
even had women call up on the tel- 
ephone and say: ‘I want to buy an 
electrical refrigerator, just like the 
one you sold Mrs. Smith. Can you 
deliver it this afternoon ?’ 

“During the last week in May, this 
year, we were a little discouraged be- 
cause we hand’t sold a single machine 
all week, but on May 29 I sold a 
neighbor of mine. Then on May 31, 
we sold seven in one day. That’s the 
way the business comes—in ‘spurts,’ 


and it’s hard to tell just what to ex- 
pect. In the first eight months of 
1929 we sold 105 machines. Some 
of them were better than thousand 
dollar installations for restaurants, 
etc., but the majority were in the 
medium price range, for home use. 
“We maintain a live prospect mail- 
ing list embracing 600 names at pres- 
ent and every inquiry about elec- 
trical refrigeration is always entered 
in the prospect book. We then cir- 
cularize the list at frequent intervals. 
We are able to consummate a deal 
with one out of every four prospects 
on the list. Another plan we find 
productive, is to mount the refriger- 
ators on slightly elevated platforms 
equipped with casters. At night this 
arrangement permits us to roll the 
refrigerators up in front of our 
doors where we placed spot lights 
to make them stand out in bold re- 
lief. Windows are also an excellent 
means for creating interest in electric 
refrigerators and we take the time 
and trouble to put in good windows, 
because the results are worth the ef- 
fort. You may be able to get a 
clearer conception of the possibilities 
in electric refrigerators, as far as 
hardware stores are concerned, when 
I tell you that we have installed 67 
machines in a section of our city 
which is only four blocks square.” 





Domestic Electric Flatiron Leads in Sales Volume, Says Survey 





The domestic flatiron continues to lead the field as 
the most popular electric appliance during 1928, accord- 
ing to an investigation recently completed by the Sta- 
tistical Research Department of the National Electric 
Light Association. 

At the close of the year there were 19,077,000 homes 
in the United States using electric service and in these 
there were approximately 14,500,000 electric flatirons 
regularly in use. These wired homes represented two- 
thirds of all the homes and farms in the country and 
in three-quarters of them the electric flatiron was em- 
ployed. Incidentally this means that in 50 per cent of 
the homes in the United States this device is unknown, 
indicating that the saturation point is a long way off. 

The average flatiron consumes six kilowatt hours per 
month. This means that the domestic flatirons of the 
nation consumed over one billion kilowatt-hours, which 
was twice as much current as was used by domestic 
refrigerators, five times as much as was used by vacuum 
cleaners, and six times as much as socket-connected 
radio sets. It was also twice as much electricity as was 


delivered by the electric light and power companies to 
all of the electrified steam railroads in the United 
States. 

Next to the flatiron, the vacuum cleaner shows the 
largest number in regular use, the total being esti- 
mated at 5,800,000. Washing machines come third with 
a record of 4,250,000. There are approximately 720,000 
electric refrigerators in use. This may seem like a 
modest number when compared with the total number 
of wired homes, but electric refrigeration is rapidly 
increasing in popularity and has shown a remarkable 
increase during the past year. 


Big Radio Months Ahead 


Forty per cent of the total yearly sales of radio ap- 
paratus are made in the months of October, November 
and December, declares J. E. Smith, president of the 
National Radio Institute of Washington, D. C., basing 
his statement upon a recent report of the Department 
of Commerce. 
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New Goods to Sell 


Star-Rite Sandwich Toaster 


This sandwich toaster is distinctive and 
different in design and unusual in shape 
and size. A special hinged construction of 
the handle allows for expansion so that 
sandwiches of any thickness may be quick- 
ly toasted. The manufacturer says that 





after toaster has been heated for 10 min- 
utes, sandwiches can be made every min- 
ute. A tumbler type switch is provided. 
Toaster weighs 5 Ib. net, 7 lb. shipping 
weight. The Fitzgerald Mfg. Co. Tor- 
rington, Conn. 





Useful Electrical Pillow Pad 


This electrical pillow pad is beautiful 
to look at and comfortable to use. It is 





covered with a blue silk pillow slip. The 
inner pad is 12 by 15 in. The pad has 
three heats and a thermostat heat control. 
It will operate on 60 watts with a 115 volt- 
age. Edison Electric Appliance Co., Inc., 
5600 West Taylor St., Chicago, III. 





The “Jiffy” Electric Stove 


Serelco, Inc., 420 Lexington Ave., New 
York City, is offering an improved model 

















of the “Jiffy” electric stove which has sev- 





eral new features. This stove has a broiler 


with oven-like housing containing an ad- 
justable removable grill to hold foods of 
different thicknesses, and two vertical, re- 
movable heating elements that permit the 
width of the cooking space to be varied. 
It cooks both sides of the food at once. 
The heating elements are also removable 
for cleaning and in the new model one of 
the elements may be placed in a horizon- 
tal position, thus converting the broiler 
into an oven. An oven lining with racks 
completes the equipment for this part of 
the stove, making a combination vertical 
broiler, and oven large enough for an 8 x 
11-in. drip pan. 

The electric plate in the new “Jiffy” is 
placed at the side of the broiler compart- 
ment in a white enamel support. By pat- 
ented methods, which produce a concen- 
trated heat, the electric plate and oven 
closely approximate the speed of gas, and 
the broiler is said to be twice as fast. 

The new. features make this stove a 
complete range, which can be operated on 
any 15-ampere circuit. The broiler uses 
1320 watts and the oven and electric plate 
660 watts each. They are controlled by a 
selective switch which prevents an over- 
load on the convenience outlet. The stoves 
are white enamel with nickel trim, and 
white enamel with color trim. The list 
price is $65. 


Two Toledo Electric Stoves 


Dealers should be interested in these 
two new electric stoves. The laundry 
range is known as Model 40-L and is 
22 in. wide, 26 in. high and 12 in. from 
front to back. It has two 8-in. open 
or inclosed burners, each with a 3-heat 
switch. This is said to be a strong and 
durable stove. It is finished in either 
black enamel or white porcelain enamel. 

The domestic range is known as the 
Royal Queen or No. 1134, It has stream 
lines, boltless construction, concealed 
hinges and load balancing reciprocat- 
ing switches. It can be secured with 
a time and temperature control, tem- 





perature control or non-automatic. The 
cooking top has three 8-in. hotplates, 
either open or closed. This item takes 
up a floor space 40 in. wide by 26 in. 
deep. The oven burners are recessed 
and the oven is aluminum lined. The 
Standard Electric Stove Co. produces 
both items in Toledo, Ohio. 





The Simplex Ironette 


A semi-automatic electric ironer with a 
full open head, heavily padded roll and 
automatic pressure control is available from 





American Ironing Machine Co., 100 East 
Ohio St., Chicago, III. 

The shoe is chromium plated, the head is 
cast and the pedestal a steel stamping, elec- 
trically welded. Motor is mounted in the 
base on rubber cushions to eliminate vibra- 
tion. 

A pressing device in this Simplex Iron- 
ette makes possible the pressing of trous- 
ers, embroidery, etc., and the shoe turns 
back for steaming velvet. 


The Lawson Portable Heater 


The artistic design of this heater and 
the fact that it can be had in colors to 
harmonize with interior furnishings are 











responsible for increased demand since 
placed on the market a few months ago. 

The element is of nickel-chrome and 
provides a great quantity of heat. The 
heater is small—14 in. high by 11% in. 
wide. It is constructed of cast iron and 
heavy steel. Equipped with 6 ft. of cord. 
Lawson Mfg. Co. 300 Lexington St., 
Pittsburgh, Pa. 
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The motor here illustrated is cut away to show the large 
a 


bearings and the oscillating mechanism. No leakage or 
throwing of oil...stuffing box on vertical shaft...accurately 
cut quiet gears...trouble-proof bearings, wool-yarn lubri- 
cated. Sell trouble-proof performance with Wagner 


Fans and Wagner Motors and you will build good-will. 


Wagner Fan and Motor deliveries from branch stocks are 
prompt and reliable. Ask for the Wagner Sales Plan. 


Literature on Request 


WAGNER ELECTRIC CORPORATION 


6400 Plymouth Ave., St. Louis 
Sales and Service in 25 Principal Cities 
PRODUCTS s. + PANS ... DESK... WALL... CEILING 


TRANSFORMERS .. . POWER... DISTRIBUTION . . . INSTRUMENT 
MOTORS ... SINGLE-PHASE ... POLYPHASE. . DIRECT CURRENT 
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New Goods to Sell 


Light for Portable Typewriter 

Announcement has been made of a new 
lighting fixture for portable typewriters. 
Vimco Mfg. Co., Buffalo, N. Y., has 
placed on the market the “Vimcolight,” 





which is said to be the only completely 
adjustable lamp of its kind. 

This new item is easily attached to any 
make portable and need not be detached 
when the typewriter is inclosed in its case, 
says the maker. 

The lamp is equipped with a special re- 
flector that provides a soft diffused illu- 
mination on keyboard, typewriter and 





notes. It is heavily nickel-plated and 
comes complete with bulb, 8 ft. of silk 
cord and plug. 





A Four Slice Toaster 


Four pieces of bread are simultaneously 
toasted in this toaster produced by The 
Estate Stove Co., Hamilton, Ohio. It is 
a reversible toaster. By taking hold of 
any of the four knobs attached to the 
various toaster racks, and swinging that 
rack to the right, all four racks are caused 
to turn at the same time. 

There are no springs or complicated 





lever mechanism. This is a 660-watt ap- 
pliance, nickel finished, and is equipped 
with cord, plug, and off-and-on switch. 





An Appliance Display Stand 


This new and colorful sales stand has 
been offered to the trade by Landers, Frary 
& Clark, New Britain, Conn. It is about 





24 in. in height, finished in red and’ black, 
and supports three Universal items. 

This manufacturer is packaging many of 
its items in attractive gift cartons, which 
add greatly to the appearance of the mer- 














trie C 


Confidence in PAampion 


Tungsten Lamps is shown by 20,000 
retailers and 500 jobbers who sell them. 


140 Maple St., DanVers 


Regn under the General Elec- 
Lam 


Brand Armstrong 
Fully 
Automatic 


Electric 


shut off. 


Mass. quick turnover. 











Patents.” 


y’s 














S 
522 Fifth Ave., 











| NEVER BEFORE.... 


such outstanding 


at a moderate price! 


APPLICATIONS for DEALERSHIP should be made promptly 
to THE FREDERICK CO., 100 West Monroe Bldg., Chicago, Il. 


~ WASH ER 


A [Seas = Product 





quality 


Switch 


Fastest Seller in the Field! 





, 
.j Pergolator; 
New principle of operation, new design, new appeal! 
or timing mechanism to set—when coffee is done current is automatically 
Makes delicious a ge 
element separate from pot. Pot be 
leader for Christmas. List price $14, 75 with liberal discount—good profit, 


THE ARMSTRONG ELECTRIC & MANUFACTURING 


ales Offices 
New York City 


Rotomatic 


RAY-U-VAc 


No levers, clock 


Base with heating 


i, ~ i 
Stock this 


coffee. 
washed in water. 


CORPORATION 


chandise. Many cartons are silk lined. 


1-ROTOMATIC 
2—COLOR 

Color clinches the sale that the 

exclusive Rotomatic Switch starts. 

Order from your jobber today. 


At all dealers 
FRENCH BATTERY COMPANY 
Factory: Madison, Wis. 
Sales Office: pA oh Michigan Ave., 


ROTOMATIC 
SEARCHLIGHT 








ry 
W. Va. 


Facto 
Huntington, 
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THE STATUS OF TELEVISION TODAY 


18 by 18 by 24 in. The front contains 
a recessed opening or “shadow box,” 
through which the pictures are viewed 
in enlarged form by means of the en- 
closed magnifying lens. As many as 
eight persons are thus enabled to 
follow the pictures. Controls are in 
the form of toggle switches, contained 
in an attractive metal plate directly 
below the shadow-box. One switch 
controls the loud speaker and picture 
functions, while the other controls the 
starting, stopping and acceleration of 
the motor. 

To operate this type of televisor, 
the top switch is thrown to the “Loud 
Speaker” position. The receiver is 
then tuned in the usual manner, un- 
til the characteristic television signal 
is heard loudest. Then the motor 
switch is thrown to start the motor, 
and the top switch is thrown to the 
“Picture” position. If the pictures 
are out of frame, that is to say, por- 
tions of two pictures appear at the 
same time, the bottom switch is 
snapped one or more times, until 
proper framing is obtained. 


(Continued from page 85) 


At the present time the manufac- 
turers of the Jenkins televisor are op- 
erating two sight broadcasting or tel- 
evision stations, one at Jersey City, 
N. J., and another at Washington, 
D. C. In addition, there are other 
television stations already in opera- 
tion, and still others are being 
planned or installed, in various parts 
of the country. This means that the 
television enthusiast of today is as- 
sured of satisfactory signals in many 
sections of the country. 

While it is true that television is 
still in the experimental stage, it is 
also true that it has many enthusi- 
astic followers at the present time. 
Many persons were interested in 
building sets, while radio was in the 
experimental stages, just as many 
are interested in constructing and ex- 
perimenting ‘with television sets to- 
day. It is generally conceded that the 
transmission of animated pictures has 
yet to go through the same period of 
experimentation as was required for 
the development of radio, before it 
reaches a comparable degree of per- 


fection and is ready for a wide and 
general acceptance by the public. 





RETAIL STORE LIGHTING 
(Continued from page 88) 


21 to 52 per cent, by actual count. 
The greater amount of electricity is 
costing the jewelry store about $30 
a month more. Through this expen- 
diture the proprietor was able to in- 
crease the advertising value of his 
windows more than four times and 
to bring about a growth of 27 per 
cent in the actual business of his 
store. 

“Things of this sort are especially 
important nowadays to the indepen- 
dent retailer because his position is 
less secure than it was. I am con- 
vinced that the efficient independent 
retailer is going to ‘wip through’— 
but, as a class, he is certainly battling 
some tough problems. To survive 
and succeed, he’s got to ‘look alive.’ 
He must grasp every legitimate help 
on which he can lay his hands. 












Stock Up 
Now 

for the 
Holidays 


& 2 soil i 








be outdone this year. 


Are you preparing to get your share 
of the Holiday Business with 
Colored Hygrade Lamps? 


The use of Colored Hygrade Lamps for maki1g the Holidays 
gay and cheery hasgrown with incredible momentum during the 
past few years, and the custom will soon be universal. 
If the Jones’ house was the best lighted house in the neighbor- 
hood last Christmas, you may be sure that the Smiths will not 
That’s human nature—keeping up with 


the Jones. 





— | 





Outdoor Lighting with 25 watt Colored Hygrade Lamps 


Are you getting your share of this “extra profit’’ business? 


HYGRADE_ LAMP CO 


GENERAL OFFICE 
AND FACTORY 


Licensed under General Electric Company’s Incandescent Lamp Patents 


SALEM Mass 








Electrical Goods Section 
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Sevmove Smimn 
OFFERS:— 
A Full Line of 
ORGED STEEL 














——— 


No. 150 


PRUNING SHEARS enue 
AT POPULAR a, Polished and 
PRICES 3 


9” SIZE 


UOranged Enamel 
Finish. 
‘ A Husky and 
Beautiful Shear. 


_ A full line for your 
spring requirements :— 
Pruning shears, hed ge 


Sf shears, tree pruners, lopping 


shears, and :— 


HANDY GRASS SHEARS 


FIT-THE-HAND 






Length—13 in. 
Blades—6 in. 
No. 117 


Fast selling, efficient shear for trimming grass. A big improve- 
ment over the old style shears at no additional cost. Attractive 
finishes. 


Send us your orders or inquiries for these profitable tools. 


SEYMOUR SMITH & SON, Inc. 
OAKVILLE, CONNECTICUT, U. S. A. 
Sales Representatives 
JOHN H. GRAHAM & CO., Inc. 

113 CHAMBERS STREET, NEW YORK CITY 











REPUTATION 


Superior Brand 
Hardware Cloth is 
made from standard 
wire, — smooth, 
round wire carefully 
th woven and heavily 
galvanized. 





It has gained its 
reputation as the 
quality product of 
the industry because 
every roll meets ex- 
actly these specifica- 
tions. 
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Remember— it costs 
no more to stock 
Superior Brand. 


G. F. Wright 
Steel & Wire Co. 


Worcester, Mass. 


BRAND 


Bursting out 
for greater hack 
saw profits ! 


Attractively packaged—well 
advertised—backed by a sales 
plan that will introduce them 
to your trade and build up a 
steady volume sale—Lenox 
hack saw blades will be one 
of your most active lines. 


“The Tools in the Plaid Box” 


American Saw & Mfg. Co. 
Springfield, Mass. 








The 
PERFECT 
FLUX 


As a combination Soldering and Tinning flux, 
Rubyfluid has no equal. 

Non-explosive. Non-injurious. Will not gum, 
corrode or tarnish metals. It saves solder. Not 
affected by age. Simply wonderful for tinning 
coppers as no rubbing is necessary. Sells on merit 
and repeats on results. 

Samples Free and Prices quoted to Dealers who 
request same. 


RUBY CHEMICAL CO. 
68 McDOWELL STREET COLUMBUS, OHIO 














Multiplying 
a Good Thing 


After you have _ read 
Hardware Age what do 
you do with it? Why 
not let others in on the 
good thing? If you are 
a store executive it will 
help your business as a 
whole. If you are a 
buyer it will help your 
department. 


Hardware Age 





239 W. 39th St. 
New York City 
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HOUZEX PUSH PINS 


Beautiful Glass Heads 


in 4 delicate 
shades— 


sharp steel points 


Brand new—made by 
Houze—Glass headed push 
pins in these four attrac- 
Large—3 to Card tive colors, La _ Rink, 
Rose, Co-Blue, Chro- 
Green and Glo-Amber. 
All strikingly decorated 
with inlaid gold design. 
They sell on sight when 
offered in our eye-com- 
pelling 


&-4.Heuze Convex Giest Ce. pi7si. 
cots ~~ V eens 


A a inven Bs 








Heads are % inch across top. 
Pin—overall—34 inches long. 


Counter Display 


Assortment A—48 _ 10- 
cent cards—sixteen cards 
of each size. Three sizes 
of each of four different 
colors. Size of display 
carton is 12''x814"'x134"", 
Retail value $4.80; Price 
to you $3.00. 





Medium—4 to Card 


Heads are 5 inch across top. 
Pins—overall— %4 inches long. 


Write for samples. 


L. J. Houze 


Convex Glass Co. 
POINT MARION, PA. 
Glass Specialties of Merit 
New York: 110 W. 40th St. 
Chicago: 536 S. Clark St. 





Small—6 to Card 


Heads are %% inch across top. 
Pins—overall— *{ inches long. 
14 














Grit Feeder Dry Mash Hopper 


— MOE’S LINE — 


A Big Complete Line of Poultry Equipment. 
Popular with the users, and a satisfactory, profit- 
able line to sell. 

Write for New Catalog and Prices 


2305 Davis St. North Chicago, Il. 








oe 


VA 
VA 


\A\. 
vA 





A big word in transportation— 
A big word in production. 


American Screws have a dual usefulness 
in this age of speed. They help to make 
construction so solid that it will be effic- 
ient even after long runs at top speed. 


Their strong bodies and true 
running threads help to make 
speedy uninterrupted production. 





MACHINE 
SCREWS 


TIRE woOoD STOVE 
BOLTS SCREWS BOLTS 


AMERICAN SCREW CO 


PROVIDENCE,R.I.,U.S.A. 


WESTERN DEPOT,225 WEST PANDOLDH ST..ChiCAGO, ILL. 


Put lt Together With Screws 
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As a Background for the 


Accurate—Improved Design—Superior Finish 
The illustration shows the “RAPID READING” feature now to 
had on all our Micrometers. It makes reading quicker, easier, 
and more positive. It is but one of many new 
features in our line of Fine Tools 


Ask Your Jobber for Lufkin Tools 


THE [UFKIN fPULE C0. 


Windsor, Can. SAGINAW, MICHIGAN 





Fifty Years Experience in the Manufacture of Tapes and Rules 


New York 


Building of 


be 








A373, haere 
iSJep7s Mole aL 
283» AIZS WL A 
is Sirs Saige 












ed 
~~ 


Let Us Send You 
Complete Tool Catalog. 












iain a | 
] Just Tacks and Small Nails 


After purchasing small items such 
as tacks and small nails, folks are 
— to forget where they got 
them. 


But the full weight, good quality 
of Atlas tacks, always impresses 
them favorably. 


And to help them remember where 
they got : 


ATLAS 


Tacks and Small Nails 


we print this reminder on every 
package—“When you get a good 
thing, remember where you got it.” 


It helps, at least customers always 
remember the quality of Atlas 
tacks, as well as the store where 
they bought them. 






- 
‘ 


8 
ATLAS ; TACK CORPORATION 
Fairhaven, Mass., and St. Louis, Mo. 


a ed 
AND WIRE 


WI R PRODUCTS 


“Buffalo” Quality Standard Galvanized 
Hardware Grade backed by 58 years’ ex- 
perience in wire cloth manufacturing. It 
gives the kind of service to your custom- 
ers that means more sales to you. Com- 
plete information and prices on request. 


Write for Folder 83-B 
BUFFALO WIRE WORKS CO., Inc. 


(Formerly: Scheeler’s Sons) Est. 1869 
518 Terrace Buffalo, N. Y. 





<4 SS SS Sj Sj SS SH — 











CLOTH] 

















The Cleveland Wire Spring Co. 
Cleveland 














Which Hod Would You 
Rather Carry? 


If you had to haul mortar for a living, you cer- 
tainly wouldn’t want to carry a hod that dripped 
water all over your shoulder. 


You would choose a Never Drip Steel Hod with 
its one-piece ends. You would go whistling on your 
way while the other fellow sulked. 

There are lots of hod carriers in your town who 
are bearing the discomforts of carrying leaky hods 
simply because they have not been shown the 
sensible and better kind. 


"*nis open field of profit is: yours for the 
asking. Write us at once for details. 


Ohio 











ANCHOR BRAND 


CHISELS 


made in 


Eskilstuna 


SWEDEN 

Zfome of the Worlds Finest Steel 
AAA 
Sponsored by 

JOHANESON, WALES 
& SPARRE, INC. 






Importers 
162 Chambers St., 
New York City 
Tel.: BAReclay 0844 
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STAR HEEL PLATES 


“PIONEER BRAND” 
They have stood the test for over 25 years, and have 
been and always will be superior to other brands. Why? 
Because they are made of the very best annealed malle- 
able iron and are larger and heavier than other brands. 
Send us your order today. 


No. 6 
y sTARN No. 5 
% JILIN 
No. 4 
They 
sell 
pe No. 3 
= LAR’ 
= PAULING No. 2 
STAR 
(MUD No. 1 
No. 0 





These illustrations are \% size. 


STAR HEEL PLATE CO. 
LOUIS SACKS, Inc. 
Newark, N. J. U. S. A. 





~-(CHICAGO)— 


SPRING HINGES 
The New Sagless Spring Hinge 
; with 
Exterior Tension Adjustment 





The New Type 4007 Sagless 
Gate Spring Pivot Hinge is 
being specified and used as 
standard equipment for office 
gates in the most modern office 
buildings because it can be used 
# with equal satisfaction on either 
a light narrow gate or a heavy 
wide one. The exterior tension 
adjustment makes it instantly 
adaptable to varying conditions. 


Adjustable Pintle . . . Ball-Bearings 


An adjustable pintle with locking device per- 
mits setting the gate to remain at rest in any 
desired position. 

Ball-bearings in hinge and top socket give gate 
quiet and easy movement. 


Send for descriptive literature H42., 


Chicago Spring Hinge Company, 
CHICAGO * NEW YORK 














NEED HELP? 


A man who didn’t know how te 
swim fell overboard, but he knew 
hew to ADVERTISE and kept 
shouting “Help Wanted.” 


Some one heard him and he was 
rescued. 


Those who cry “Help Wanted!” in 
Hardware Age, the authoritative na- 
tional hardware paper, are heard all 
over the country. 


HARDWARE AGE 


Classified Opportunity Dept. 
2389 W. 3%h St. New York 














Let Your Customer 
Be the Judge... 







Free! 






An attractive 


Popular 
$1.50 


| Seller! 


Lisi 






O dealer ever got “stuck” 
with bell face hammers, and 
no dealer ever found better value to 
sell than the hammer pictured here. 
High grade carbon tool steel, highly pol- 
ished, sound hickory handle, patented expansion lock 


wedge. Just give this hammer room on your counter— 
and let your customers be the judge. You'll profit—we 
know! 


Evansville Hammers, Edge Tools, and Auto Body Repair 
Tools, are popular among expert tool users. Any hard- 
ware jobber can supply you, or write direct. 


EVANSVILLE 


TOOL WORKS. Inc. 


Evansville - me rittiti tire eo 
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“The LaSalle” 
Full Ball 
Bearing. 


One of the many at- 
tractive numbers of 
“The Line Com- 
plete”’ is illustrated 
here. 

You will 
also find an 
unusual 
choice of 
Scoot- 
ers, Wagons, 
Airplanes, 
Bikes, and 
other — chil- 
dren’s' ve- 


hicles. = afl 
THE AMERICAN NATIONAL CO. 


TOLEDO, O. 





ek 
x Qv./ 


STRATTON?! 


For Small Tools GOOD 
[Crs cect | WOOD 


cal Goods, Etc. 


Emocing, bot 1 HANDLES 


baked, and air 
Plain, or Enameled 


dried. 
IN COLORS 
Stratton Mfg. Co., Stratton, Maine 




















Robertson “Horseshoe Magnet” Hammer 
oo eee 


THE TACK 




















The best permanent magnet hammer on the market. 
A PRACTICAL: AND SUPERIOR TACK HAMMER 
FOR USE IN MANY TRADES AND IN THE HOME. 


Awarded Silver Medal Panama-Pacific Exposition 


Name and design trade marks registered U. 8. Pat. Off. 


ARTHUR R. ROBERTSON 596 Atlantic Ave., Boston, Mass. 


Sole Manufacturer 


ARMSTRONG BROS. 
Line of Better Pipe Tools 















ACH is an improved tool so de- 

signed and made as to embody the 

best features of its type and yet 
be free from the weaknesses which ex- 
haustive tests have exposed in other 
makes. 


The Open Side Vise is quick in action, 
convenient in operation and _ strongly 
built. The body is of Certified Mallea- 
ble Iron, the jaws tool steel, milled, 
treated, tempered and tested. 








© 





Write for Catalog P-10 


ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 
314 N. Francisco Ave. Chicago, U. S. A. 














"ATLAS 


Shelf Brackets 





Stronger than 
solid type shelf 
brackets, lighter 
in weight, thus 
saving in freight 
charges and more 
convenient as 








IMPORTANT 


The “‘strength member” or 
that part of a shelf bracket 
which carries the strain, 
is the brace. The brace 
of Atlas Brackets is made 
with channel formed strip 
ged, opt gh ge A mem- 
ers are made of steel wire. o 
Atlas Brackets therefore screws ‘ are at 
combine strength with light tached if so or- 


a dered 
With or without screws 








The Atlas-Ansonia Co., New Haven, Conn. | 





SAMSON TRADE MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


SASH CORD 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality for its particular use. 
“There IS a Difference in Sash Cord’’ 
OTHER BRAIDED CORDS: COTTON TWINES 


Send for catalogue, samples and selling information 



















Known and Trusted 
for their unfailing 
accuracy— 

IBS 


BROWN & SHARPE 


ele) A 


““World’s Standard of Accuracy” 
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BETHLEHEM PRODUCTS 


of interest to the Hardware Dealer 


CAMBRIA FENCE and Steel Fence Posts 
WIRE: Barbed, Barbless and Twisted, 
Processed, Bright and Galvanized. 
NAILS: Cement-Coated, Bright, 
Blued and Galvanized. 
WIRE RODS STAPLES BALE TIES 
BOLTS NUTS RIVETS 












ie San Ses Bethlehem Steel Company 
Be, - “i - «: General Offices: 
= Bethlehem, Pa. 


BETHLEHEM 


a 


PAINE 


SPRING WING TOGGLES 


are used for attaching any ob- 
ject to a hollow wall or ceil- 
ing. 

They work instantly in any 
position in any hollow ma- 
terial. 


The SPRING Does It 


Catalogued and stocked by a 
majority of the Hardware, 
Electrical and Plumbing 
Jobbers of the country. 
Samples and prices on re- 
quest. 






VN Me 


° 2951 Carroll Ave., Chicago, Ill. 
The Paine Company 79 Barclay St., New York, N. Y. 











and makes 
quick sales 


for dealers 





for 






Moore Push-Pins 
Moore Picture Hangers 
Decorative Moore Push-Pins 


MOORE PUSH-PIN COMPANY 
Wayne Junction, Philadelphia 








A NEW PERCOLATOR HANDLE 


Here is an adjustable fire-proof handle for percolators, 
coffee pots and similar utensils that will interest your 
women customers. 

The No. 5005 Handle is packed in a very attrac- 
tive counter display carton holding one dozen. 
Retails at 25c. each. The 
No. 5007 has all the ad- 
vantages of the No. 5005 
Handle, but offered 
at a cheaper price. 
Packed in bulk. A 
big 10c. seller. 
Order a trial gross 

today! 






—_ 


S 




















| 


—= 


| TN 


THE BAKER 
McMILLEN CO. 
kron, Ohio 


\— 





Percelaters 
Adjustable Fire-Proof Handle ber : 
ws Coffee Pots, and Simalar Uten 
















“IVES” Patent Ventilating Lock 


a E-o 


Showing Window Showing Wind 
cl Menafectarere of owing low 


“Quality Hardware Since 1876” 
Window and Door Specialties 


Tue H. B. Ives Co. 
New Haven, Conn., U. S. A. 


















Belt Punches Arch Punches 
Spring Punches Revolving Punches 


A varied and attractive line for the Hardware Trade. Also: 
—- Workers’, Trimmers’ and Upholsterers’ and Plumbers’ 
‘ools. 





The above tools will piease your customers, as well as our 
famous Round and Oval Punches. 

Remember we have had one hundred years of successful manno- 
facturing experience, employ only skilled workmen and use the 
finest quality of materials. 

We stand back of every tool we make. Try us 


Write for Catalog. 


CO. 8S. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 

























In a dry concentrated form. Simply add three 
parts water to one part salts and make a 
perfect flux of sufficient strength to use on 
old metal. Put in % Ib., 1 lb., and 5 Ib, 
bottles, and in 50 Ib. pails. Also put up in 
barrels. 











Free Samples and Instructions on Request 


L. B. Allen Co., Inc. 


6734 Bryn Mawr Ave. Chicago, Ill. 
—SOLD THRU JOBBERS— 
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2s STORE LADDERS 
uy 1 der 3 
-—+—_}— Insure perfect shelf service for any he 
line of merchandise. Deep tread steps, / 
= _——r spaced, with convenient full Mh, 
= 2 Soy,length handholds on both sides of / 
Se, ie ladder permit mounting or descending // 


with ease. Both hands free to remove 
or replace sto k without danger of fall- 7 
Ing. Cushioned Tired Trolley and Truck Wheels elim- // 
inate noise and prevent vibration. Erection as,simple /// 
as A,B,C. Utilize small space. Make top shelves 
Safely available for stock purposes. One style— 
neat of design—nicely finished —any height ceil- 
ing. Thousands in use. Circular on request. 


mE FE MYERS & 3RO.co. 
@ ASHLAND, OHIO. 





vs 


dz. 









PUMPS-WATER SYSTEMS- HAY TOOLS - DOOR HANGERS 





—_— iain 
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Classified Opportunities 





Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 


Classified Advertising Rates 
Opportunity Exchange Section 





BOXED DISPLAY RATES 


Positions Wanted Advertisements 
50% off rates quoted 





Address your advertisements and replies to 





%et Solid, Minimum of 5 lines... .$3.00 
ech additional line -60 
All Capitals, Minimum of 5 lines.. 
Zach additional line. . 
Average 10 words to a line 
Allow One Line for Keyed Address 





Hardware Age, Classified Oppor- 
tunities, 239 est 39th St., New 


Discounts for Classified Advertising York City 
4 insertions, 10% oe; 8 insertions, 15% 
° 





Harpware Acs is published each Thursday 
Forms close Nine core previous to date ef 





Remittance Must Accompany Order publicatio: 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should sot 
be addressed to box numbers. 








BUSINESS OPPORTUNITIES 


POSITIONS WANTED 








FOR SALE 


A modern up to date wood toy manufacturing plant situ- 
ated in Pennsylvania and employing 150 hands. Doing a 
large business and showing a profit. Detailed information 
to interested and responsible parties. Address Box I-580, 
eare of Hardware Ave, New York City. 














FOR RENT in the heart of the New York Wholesale Hardware District, 
office space or storage space or both with facility available to handle tele- 
hone messages, stenographic details and warehousing of merchandise. 
The advertiser is a manufacturer’s representative. Rent will be reason- 


able. Address Box 1-585, care of Harpware Ace, New* York. 





FOR SALE—Hardware Store in Metropolitan District selling paints, 
plumbing supplies, hardware, housefurnishings, etc. Modern Heller_fix- 
tures. Best reasons for selling. Stock will inventory about $5,000. Won- 
derful opportunity to buy a live business. Address Box I-586, care of 
Harpware Ace, New York. 





FOR SALE—Hardware, Paint and Housefurnishings store. Established 
8 years in Staten Island, New York City. Modern Duluth fixtures, clean 
stock, 2 story brick building. Will sell business or building separate. 
Grand opportunity for live man. Owner has other business. Address Box 
1-589, care of Harpware AcE, New York City. 





FOR SALE Three Story Building on Main Highway to Albany. Two 
hardware stores now occupied by owner. Plumbing Shop, Barber Shop 
and two Flats now rented. Third floor is used as store room for Hardware 
Store. Will sell all or part. Reason: Age of Owner. Address Box I-574, 
care of Harpware Ace, New York City. 





FOR SALE—Having discontinued our Branches we offer for sale one 
set of modern type swinging panel door hardware shelving, rolling ladders, 
tool racks, show cases, safe and cash registers. Walberts & Timberlake, 
Columbus, Kansas. 





HELP WANTED 


HARDWARE BUYER and Business Manager thoroughly experienced 
in Modern Merchandising applied the hardware business seeks a proposi- 
tion to take charge of a hardware business on a profit sharing basis. Tire- 
less worker who can make his co-workers as enthusiastic as he is. Can 
write good advertising and understand interior and window display. No 
objection to small city if opportunity for constructive work. Prefer a 
position where investment in the business could be acquired if mutually 
agreeable. Address Box 7346-A, care of HarpwAre AGE, Otis Building, 
Chicago, III. 





EXPERIENCED SALESMAN knowing wholesale and retail hardware 
trade in Metropolitan New York intimately. Seeks position either salary 
or commission with drawing; accustomed to five thousand annual earnings; 
now. employed; good appearance, capable, dependable; age thirty-five, 
Christian, married, references. Address ox I-583, care of Harpware 
Ace, New York. 


“4s << 





7 


POSITION WANTED by a real Hardware Man. A store manager and 
systematizing expert on new fixtures and window dressing would like to 
locate in New York, New Jersey or Conn. Will be at liberty after Octo- 


her 21. Address Box I-570, care of HarpwareE AGe, New York City. 





WINDOW DRESSER and Advertising Man—20 years’ experience in 
the hardware and housefurnishing business desires change, thoroughly ex- 
perienced in Window Dressing Modern Store Display and Direct = Mail 
advertising. Best of references. Address Box 1-592, care of HARDWARE 
Ace, New York City. 





MAN, 18 years’ experience in hardware desires connection with Jobber 
or Wholesaler in Metropolitan district. Knows builders’ hardware, can 
also handle office, stock and shipping departments. Address Box I-593, 
care of Harpware Ace, New York. : 





YOUNG MAN, slight muoutntas of hardware desires position with well 
established Hardware Concern. ave had selling experience and can fur- 
nish the best of ‘references. Address Box 1-587, care of HARDWARE AGE, 
New York. i 





SALES ACCOUNTS WANTED 








WANTED-—Salesmen calling on Retail Hardware Trade to sell our line 
of Tool Racks, Rubbish Burners and Cappers. Commission basis. Write 
for proposition, GRAND RAPIDS WIRE PRODUCTS CO., corner First 
and Front, Grand Rapids, Mich. 





POSITIONS WANTED 








HELP SPECIALISTS 


FOR THE HARDWARE INDUSTRY IN NEW YORK 
STATE 


MALE AND FEMALE 


EVERY APPLICANT INVESTIGATED AND GUARANTEED 
FOR TEN TIMES THE WEEKLY SALARY INVOLVED 


ABBYE EMPLOYMENT AGENCY, INC. 
112 W. 42nd Street Bryant 7374-5-6 














SOUTHERN REPRESENTATION 


Salesman having visited the wholesale hardware, 
Drug and Notion trade, also department stores 
and large retail hardware stores in the principal 
Southern Cities, for the past twenty-five years, 
and a member of the Old Guard Southern Hard- 
ware Salesmen’s Association, can add one more 
representative line. 


Box I-591, care of Hardware Age, New York City 














EXECUTIVE SALESMAN desires immediate connection with manu- 
facturer, selling to Hardware Jobbers, Chain Stores, Drug Chains, and 
large Department Stores in New York. Excellent references; commission 
basis only. Address Box 1-590, care of HarpwAre Ace, New York. 





WE ARE IN A POSITION to represent factories for Pacific Coast 
distribution on Hardware and Builders’ Specialties. Rockwell & Worthing- 
ton, 686 Bonnie Brae, Los Angeles, Calif. 
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Classified Opportunities 





SALES REPRESENTATIVES WANTED 


SALES REPRESENTATIVES WANTED 








ROPE SALESMEN WANTED 


In all territories 100 per cent pure Manila rope 17c. Ib. 
basis. Fast selling side line five per cent commission. 
UNITED FIBRE COMPANY, 82 South Street, New York 
City (Foot of Wall St. and East River). 














WE HAVE open, for side line salesmen, calling on retail hardware 
trade, territory in Illinois, Indiana, Iowa, Wisconsin and Ohio, to sell 
Sole Leather and Rubber Heels. Commission basis. Old and reliable 
firm. References required. Address Box 1-566, care of HarpwAre AcE, 
New York City. 


SOMEWHERE south of the Mason-Dixon Line is a Manufacturers’ 
Agent calling on the Hardware, Paint and Glass trade who is looking for 
our high grade line of Glass Cutters, Glaziers’ Tools, etc. e have a 
real proposition to offer a consistent worker. State territory covered and 
lines handled. The Fletcher Terry Company, Forestville, Conn. 





WANTED—A high class salesman in the States of Michigan -and 
Indiana to sell on a commission basis a line of hardware specialties manu- 
factured by an old and reputable established manufacturer. Must be well 
acquainted in territory and not to have over three other lines. Address 
Box 1-588, care of HArpwareE AcE, New York. 








COMMISSION SALESMEN IN EACH STATE for manufacturer of 
band tools and hardware — Advise territory covered and 
represented. Address Box H-638, care of Harpwarz Acer. New York City. 








tunities. 


Try it and see. 


Sales Representatives Wanted 


In a recent issue of this paper under the classification of 
“Sales Representatives Wanted,’”’ were twelve different adver- 
tisements for salesmen calling on the retail hardware trade. 


It looks as if hardware concerns knew where to “go” for 
hardware salesmen, doesn’t it? 


And by this same reasoning it looks as if these concerns 


reckon that men know where to “go” to find ‘these oppor- 


It’s a good paper that serves the trade “both ways,” isn’t it? 
Address— 


Hardware Age, 239 West 39th St.,New York 


“‘Classified Opportunities Section”’ 
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Repair Links You’ll SELL 


NS ELL your customers K. & B. Drop Forged 
tire chain Repair Links. They'll hold 
and Jast. Unequalled for combined conve- 
— and toughness. Forged from toughest 
steel— 


KILBORN STEEL 


Your K. & B. Repair Links will outpull 
and outwear your customers’ chains of equal 
size. Brass pin at joint prevents rust. 
Specify whether bright links or galvanized 
are wanted. 

Write for Prices 


Th: “Green Line” includes also high qual- 
ity mechanics’ Cold Chisels, Punches, Screw 
Drivers, Drills, also Box Hooks and many 
other super strong tools. 


Send for Complete Catalog. 


THE KILBORN & BISHOP CO. 
196 Chapel Street, New Haven, Conn. 


Manufacturers of the 


“GREEN LINE” TOOLS 


Reg. U. S. Patent Office 











5 omer 
Spring 





are 
the best 


are (e) fom 
the best | o 


Millions 
and Millions 


of Peeplie are Pushing 


Them 


whenever they open a door 
Follow the line of least resistance 


use BOMIMEP always 


They are the best 
Bommer Spring Hinge Co., Brooklyn, N. Y. 


























JUST A REMINDER 


Have you sent for your copy of the new Millers 
Falls Hand Tool Catalog? 

Illustrating and describing the new line of Planes 
as well as the balance of the twelve major tool 
lines, this valuable book should have a permanent 
place on your desk. 


MILLERS FALLS COMPANY 


Millers Falls, Mass. 


New York: 28 Warren St. Chicago: 9 So. Clinton St. 
Cable Address: MILLERFALL NEW YORK 








If you can’t show ’em 
you can’t sell ’em. 
Check up on your 


stock of 


IVER JOHNSON 


Single and Double Barrel Shot Guns, 
“Hammer the Hammer” Revolvers, and 
the new Iver Johnson Safety Rifles. 

IVER JOHNSON’S ARMS & CYCLE WORKS 


FITCHBURG, MASS. 


CHICAGO 
108 W. Lake St. 





SAN FRANCISCO 
717 Market St. 


NEW YORK 
151 Chambers St. 








There 








DOMES of SILENCE, Inc. 





This uniformity of price means a great deal to 
jobbers and dealers on a high grade product on which BRAS 
the sale and profit are always dependable. iy) 


Is No Fluctuation In The PRICE 


REFILLS: 


All sizes of Domes of Silence from 3%” to 7%” retail ea) Lise 
at the same price, 10 cents for a set of 4. The extra Vey 
heavy 11%” size retails at 15 cents per set. 







na Stross sets: 
1 doz. each of 
wy, %, %° 
and %". $9 
‘per gross 





eae 


21 Pearl Street, New York City 
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Best Sellers 


Cutter Proof Saw Proof File Proof | 


LOCKS {| HASPS 


" MAXIMUM PROTECTION—Completely Rust-Proof. 
Really the only Cutter proof Cutter proof, File proof, Saw proof. Packed 
complete with Udylited screws in individual boxes. 


lock for 12 Hasps in attractive display cartons. 





. FL 3% in. 
50c cach 
io. 702 4% in. 


io. 703 


A STURDY LINE OF PROTECTION 


Le e 
Ns 











kK. P. HURD - Lock Builder - DETROIT | 


Branch Offices 


: 104 Walker St., New York City Gillette & McLaren, Inc 

Walter H. Cutler Co 37 Pearl St., Boston, Mass. Gillette & McLaren, Inc 
A. H. Deveney & Co....Fourth Nat’l Bank Bldg., Atlanta, Ga. 

Richardson & Bureau, Ltd., 129 St. Peter St., Montreal, Que. 


318 Occidental Ave., Seattle, Wash. 
53 Fourth St., Portland, Ore. 


Peterson Bros.. 
In Canada 

Malcolm Isbister 5 E. Wacker Drive, Chicago, Ill. 

Ben B. Weldon ..-711 Mutual Bldg., Kansas City, Mo. Export Office 

Charles L. Lewis 703 Market St., San Francisco, Cal. American Steel Export Co., 535 Fifth Ave., New York, N. Y. 
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